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Phillips-Jones offers a trade-in deal 
on old shirts, but nobody has had the 
eourage to make the same offer on 
sOCKS 

7, ¥ F 

The Agfa Ansco Corporation is 
conducting a hunt for “undiscovered 
sereen stars,” and estimates that 10,- 
000,000 will enter the contest. The 
estimate seems just a bit conserva- 
tive 

. a a 

Fredric March of the movies and 
Dennis King of the stage are broth- 
ers under the skin. Both insist on 
mispronounecing words like “futile” 
and “hostile.” 

vwy 


California leads the country in per 
capita consumption of dentifrices 
Major Market Newspapers, Inc., says. 
The Hollywood influence again. 


7, = F 


Cc. H. Touzalin never missed taking 
a cash discount in his many years of 
agency experience, and he has just 
paid off all his creditors in full and 
liquidated his business. Write your 
own moral. 
7, FT F 


None of the newspapers which won 
prizes in the Ayer typographical con- 
test uses a good, husky, seven-column 
streamer. But the fellows who use 
them go right on selling their papers. 


+ 2a 


“Where wit sparkles and laughter 
ripples,” is the Gotham Hosiery de- 
scription of cocktail hour at the 
Biltmore. If the cocktails are suc- 
cessful the laughter ripples anyway. 


, VF 


National Dairy Products Company 
has started a million-dollar campaign 
to sell more ice cream. Every boy 
and girl will wonder why that should 
be necessary. 

7, FF ¥F 

The 
Dairy 
clude 


advertising job of the National 
Products Company will in- 
popularizing the forty brands 
of subsidiary companies. Consumers 
Will be offered a free course in mem- 
ory training. 

a A 


“One cent, spend it how you will,” 


remarks the Literary Digest, “goes 
a long, long way these days.” 
But it goes there a lot faster than 
it did away back in 1933. 
v ee 

Deems Taylor says that if a sales- 
Man says, “How would you like to 
have an income of $238 a month for 
life?” he knows what he is selling. 


And maybe this is just why the sales- 
Man asks the question. 
>, FF F 

“Advertising,” says Norman 


Thomas, referring to the ideal Social- 

ist State, “would almost disappear.” 
Thus rivaling the famous disap- 

Dearing act of Mr. Thomas himself. 


. = F 


of Caille outboard 
, reports the veracious ADVER- 
AGE, bears a picture of “a girl 
Clad in a bathing suit carrying the 
Motor apparently without any effort.” 
Thanks for the “apparently.” 
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“Corn Beef to Hoyt.” 
Pre 
But who gets the cabbage? 


Advertising 
motors 
PISIN« 


veweg 

" rere Cartons Redesigned for 
emi Trade.” 
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licker industry can’t 
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EXPECT RECORD 
ATTENDANCE AT 
ALN. P. A. MEET 


Variety of Problems Pre- 
sented for Discussion 


New York, April 19.—Between 450 
and 500 members, approximately as 
many as have attended any previous 
convention, are expected at the an- 
nual meeting of the American News- 
paper Publishers’ Association, which 
opens at the Waldorf-Astoria Hotel 
here next Tuesday morning. 


Reservations for the annual din- 
ner of the Bureau of Advertising of 
the A. N. P. A., to be held April 26, 
were closed yesterday, when it be- 
came apparent that no more could be 
accommodated in the convention ho- 
tel’s grand ball room. About 900 
will be present at this event, a to- 
tal which will approximate the rec- 
ord attendance. 


The draft of the convention pro- 
gram will not be completed in time 
for distribution before Wednesday 
morning. Morning and afternoon 
sessions on the first day will be de- 
voted to open discussion of a long 
list of topics compiled by L. B. Pal- 
mer, A. N. P. A. general manager. 
This part of the program is planned 
to be of particular interest to pub- 
lishers of newspapers of 50,000 and 
less circulation. 


Many Topics on Agendum 


Indicative of the interest the pub- 
lishers are taking in NRA codes, this 
subject is first on the agendum. The 
discussion is planned to clarify pol- 
icies on how far the publishers can 
go in accepting NRA regulations 
which increase production costs and 
to determine the feasibility of various 
methods of increasing revenue in or- 
der to comply with NRA operating 
conditions. 


The longest list of topics comes un- 
der the head of advertising, but much 
of the time allotted to the general 
subject will be devoted to retail ad- 
vertising problems. Some of the 
questions to be presented which take 
up relations with national advertis- 
ers are: 

“Has federal legislation reduced 
the amount of advertising in news- 
papers?” 

“When a local wholesaler places 
national copy with more than one 
name on such copy, is it charged at 
the local or national rate?” 

“What effort has been made to in- 
terest manufacturers in helping the 
local advertisers?” 


Discuss Liquor Advertising 


“What has been the experience of 
publishers with liquor advertising?” 

“What special systems have pub- 
lishers used to encourage small busi- 
nesses to advertise?” 

In former years the presentation 
of committee reports and the dis- 
cussions that follow have required 
the best part of two days. Custom- 
arily, the meeting is adjourned at 
noon Friday, although in some years 
it has ended with the Thursday after- 
noon session. 

Edwin S. Friendly, business man- 
ager of the New York Sun and chair- 
man of the committee in charge of 
the dinner of the Bureau of Ad- 
vertising, will present the toastmas- 
ter, James G. Stahlman, Nashville 

(Continued on Page 31) 


CONDUCTS MEETING 


Howard Davis, president of Amer- 
ican Newspaper Publishers Asso- 
ciation. 


J-M CRUSADE IS 
RENEWED; 10 LEND 
ANOTHER MILLION 


Home Owners Urged to Make 
Improvements 


New York, April 19.—Again adver- 
tising “a million dollars to lend,” 
Johns-Manville, Inc., is launching in 
May an elaborated campaign, the 
major purpose of which is to sell the 
consumer on home modernization. 

Keystone of the campaign is a new 
booklet, “101 Practical Suggestions 
on Home Improvements,” which will 
be featured in magazine, radio and 
direct mail advertising. 

Its addition to the Johns-Manville 
selling equipment, plus use this year 
of Dodge Reports and other material, 
is counted upon to bring results far 
in excess of the 1933 promotion pro- 

(Continued on Page 31) 


Cooperative Effort 
To Promote Sale of 
Silk Gets Under Way 


New York, April 19.—Introducing 
a new technique in color advertising 
—enlargement of a color photograph 
—the International Silk Guild has 
begun the first national advertising 
of silk. The object is “‘to foster the 
appreciation of the buying public for 
all articles made from silk and to 
renew an understanding and con- 
sciousness of their beauty and dura- 
bility.” 

The color photograph enlargement 
was made by Breuhle-Bourges under 
the direction of Marschalk & Pratt. 
Under ordinary treatment the pic- 
ture would have displayed all or 
most of the human figure clothed in 
the advertised goods. Enlargement, 
a delicate job, brought out fine de- 
tails of texture, transparency, drap- 
ing and the beauty of the dye. At 
the same time it cut out all of the 
figure except the side of the face, 
shoulder and part of the arm. 

The International Silk Guild is 
comprised of Japanese and American 
silk producers and processors. The 
scope of the campaign has not been 
determined. Inroads of other fabrics 
on silk, however, have determined 
the Guild to wage a vigorous and 
adequate campaign. 


Features Silk Chiffon 


The fabric featured in current ad- 
vertising is silk chiffon, of which the 
Guild said: 

“We prophesy that silk will be 
more than ever the favored fabric 
for the smartest gowns, the most lux- 
urious underwear, the finest hosiery. 
That it will be imitated, but never 
equaled. That the wise shopper will 
no longer be content merely to ask 
for silk, but will look for identifying 
tags and labels—especially those of 
the International Silk Guild. That 
with this assurance of the genuine, 
she will unhesitatingly follow the 
mode and fill her wardrobe with gar- 
ments that are really silk.” 

The last reference was made be- 
cause of the development of syn- 
thetic fabrics and consequent con- 


Last Minute News Flashes 


New Broadcast for Elizabeth Arden 


New York, April 20.—Maury H. 


York American, 


who is better known as “Cholly Knickerbocker,” 
the featured personality in a new series 


B. Paul, of the New 
will be 


of coast to coast broadcasts over 


society editor 


CBS by Elizabeth Arden, starting April 24. 
The series will be heard each Tuesday from 9 to 9:15 EST. 


Nash Bids for pe Price Auto Market 


Kenosha, Wis., 


April 20.—Nash Motors Company will make a definite 


bid for the lowest price automobile market with a new line of “standard” 
Lafayettes selling at a base price as low as $595. 
At present only two models are contemplated, a two-door and a four- 


door sedan. 


Spool Cotton Company in A. N. A. 
New York, April 20.—Spool Cotton Company has been elected to 
membership in the Association of National Advertisers. 
Alfred B. Frenning, advertising manager, will represent his company 


in the association. 


Hedner Advanced by Chevrolet 
Detroit, Mich., April 20—Edward Hedner has been appointed.assistant 
advertising manager of Chevrolet Motor Company, succeeding F. A. Ber- 


end, 
Mr. Hedner joined the material 


in 1919 on the staff of the supervisor of material, 


recently named advertising manager of Pontiac Motor Company. 


control department of the company 
and since 1928 has 


filled important executive positions in the purchasing department. 


fusion of both trade and public 
to just which merchandise is 
silk. 

The Guild, a non-profit membership 
corporation, has announced defini- 
tions to the trade and is prepared to 
extend the information to the con- 
sumer if tentative plans are put into 
effect. 


as 
real 


Labels Distributed 


For pure dye silks, it recommends 
the name “all pure silk,” according 
to rulings and definitions of the fed- 
eral trade commission and of its own. 
For weighted silks, the form recom- 
mended is “pure silk weighted.” 

The definitions have been prepared 
in tag form, carrying the emblem of 
the guild. Labels and tags are be- 
ing released to manufacturers of all- 
silk fabrics and all-silk merchandise, 
such as dresses, underwear and 
hosiery. Thousands were in use be- 
fore release of the first national ad- 
vertising. 

As announced to the trade, the 
guarantee they afford “will protect 
the consumer from misrepresenta- 
tion regarding silk merchandise and 
is to be the basis of an educational 
campaign” to be undertaken among 
the American consumers. 

The initial consumer advertising 
of the Guild ran in Harper’s Bazaar, 
the New Yorker and Vogue. It was 
preceded by large copy in trade 
papers, including the New York 
Journal of Commerce, Silk & Rayon 
Digest, Underwear & Hosiery Review 
and Women’s Wear Daily. 


A.M.A. COUNCIL 
PLANS 10 EDIT 
RADIO SCRIPTS 


Programs for Approved Pro- 
ducts to be Scanned 


Chicago, April 19.—The council on 
pharmacy and chemistry of the 
American Medical Association “feels 
obliged to pass on the complete text 
of all radio broadcasts before they 
are released to the public over the 
air,” members of the A. M. A, are 
informed in the April 21 issue of the 
association’s Journal, out today. 

This censorship of radio advertis- 
ing was decided upon at the meeting 
of the council held in Chicago March 
2-3, but the report in the current 
issue of the Journal is the first an- 
nouncement of the committee’s ac- 
tion. 

“It was brought out that the coun- 
cil’s office has received a complaint 
concerning statements made in radio 
broadcasts advertising an accepted 
preparation,” the report said. “The 
manufacturer was asked to inform 
the council what statements had 
been authorized. In reply, the firm 
sent a list of statements concerned 
directly with the council acceptance 
of the product, but not the entire 
text of the advertising broadcast. 

“Members of the council found 
some of the statements objectionable 
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2 ADVERTISING AGE April 21, 1934 
in that they implied council ‘ap- WINS FIRST AWARD Graham with Ziff such a program broadcast by a duly 
proval,’ whereas according to the f ey E , f R C SEEKING licensed station is not being broad. 
council’s rules acceptance does not mis —_ Bic scram yg ong eo] alts Ve cast in the public interest, or is not 
mean recommendation of a product. | representatives, ond was formerly | supplying any public convenience, or 
Another objection was concerned WE FK advertising manager of New York | is not meeting any public necessity,” 
With the firm's statement that the | IN BOSTON | | YZotor News and advertising man- Citing legal decisions in support of 


product was accepted ‘by the A. M. 
A.,’ whereas it is only the counett | 
that does the accepting. 

“In the discussion it was brought 
out that for effective control it is 
necessary that the complete text of | 
radio broadcasts be considered. It 
was pointed out that the question of 
radio broadcasts concerning council- | 
accepted products must necessarily | 
be an increasing one, and means for 
adequate control were discussed. 

“It was decided that all firms doing | 
radio advertising of council-accepted | 
products be informed that the coun- 
cil feels obliged to pass on the com- 
plete text of all radio broadcasts | 
before they are released to the public | 
over the air, and that adequate ar- | 
rangements will be made for prompt 
action on such advertising copy.” 

The council on pharmacy and 
chemistry also set up a committee to | 
work in conjunction with the com- | 
mittee on foods “to study the prophy- | 
lactic and curative claims that can | 
be recognized for each of the vita- | 
mins, particularly for vitamins B 
and C,” 


| 


the committee on foods had decided 


April G thrul 
| pf 


‘ 


Spon sore d bey the 


BOSTON CHAMBER 
OF COMMERCE 


This poster by James L. Green won 

the Edward C. Donnelly, Jr., Award 

in connection with Art Week in 
Boston, April 9-14. 


not to permit, either on labels or in 
The council was also informed that | advertising, any claims for vitamin 
Kk, the so-called antisterility vitamin. 


pany. 


ager of Food Chain Stores, has joined 
the New York staff of W. B. Ziff Com- 


Join Campbell-Sanford 

KE. H. Cook, formerly with King &} 
Wiley agency, and James Mugford, 
formerly with station WGAR, have} 
joined the radio department of Camp- | 
bell-Sanford Advertising Company, | 


| Cleveland. 


“Vogue” Total Incomplete 

The final figures on the April ad- 
vertising lineage of Vogue are 107,228 
lines instead of 103,436, as given in 
the tabulation in last week’s issue 
of ADVERTISING AGE. 


Names Oahleigh R. French 


Menges-Mange, Ine., St. Louis, 
architect and engineer to the pack- 
ing industry, has placed its advertis- 
ing account with Oakleigh R. French, 
Inc., St. Louis. 


Brown Named Rep 
Maxwell A. Brown has been ap- 
pointed western representative of 
Automotive Merchandising, to suc- 
ceed J. W. Woods. He will make his 
headquarters in the Chicago office. 


“Where to buy it?’” Look in 


radio, or what you will. And then 


the public ‘‘Here’s where you buy it!” 


the Classified Directory. Or, as 
you're walking down Main Street, those eye-catching Meyercord 
Signs, they speak up and say: ‘’You buy it herel’’ @ They say it 
with beautiful colors, with dignity, they say it for years. @ 
Advertise in newspapers and magazines. Use billboards and 


identify your dealers; tell 


WINDOW SIGNS + 


TRUCK SIGNS * 


A 


NAME PLATES 


with Meyercord 
Signs. @ Meyercord Signs tie-up your other advertising at the 
point-of-sale. They echo your whole campaign at the time and 


place the prospect comes in to buy. May we send samples? 


DECMCOMmeArl 


erconations @PRTHE MEYERCORD CO. 


“NG 208 W WASHINGTON STREET. CHICAGO 


OVER PROGRAMS 


Hanley Sees Need for More 
Rigid Copy Rules 


Washington, D. C., April 19.—That 
radio advertising supervision must 
come, in the interests of the public, 
is the chief thesis of the report of 
Commissioner James H. Hanley of 
the federal radio commission, review- 
ing a year’s work of the commission. 
In support of such a step, which he 
does not view as censorship. but 
rather as in the nature of street regu- 
lation of traffic, a necessity for the 
welfare of the majority, he cites 
court decisions in allied fields. 


“It seems to me that the regula- 
tory body should be clothed with 
enough authority to warn stations 


that certain classes of programs are 
undesirable,” the commissioner says. 

“Since coming on the commission 
I have received numerous complaints 
from all parts of the country, par- 
ticularly from the fourth zone, ob- 
jecting to the character of the pro- 
grams broadcast, particularly to the 
qualifications and culture of the per- 
formers or so-called talent.” 

Because of such complaints, Com- 
missioner Hanley’ declares that 
“much criticism of the language em- 
ployed and excessive time occupied 
in advertising various products 
which millions of listeners do not 
use” reached the commission. 

A Difficult Problem 

However, “we commissioners are 
powerless during the regular licensed 
period of a station to interfere with 
broadcasts,” he declares, “because of 
Section 29 of the federal radio act.” 
He quotes the portion of the section 
which declares that “nothing in this 
act shall be understood or construed 
to give the licensing authority the 
power of censorship over the radio 
communications or signals’ trans- 
mitted by any radio station.” 

Yet “the general public, on the 
other hand, says to us that we must 
see that the stations are operated in 
the public interest, convenience and 
necessity,” says Mr. Hanley, but 
“there is nothing else to a radio sta- 
tion than its programs, except its 
inanimate and inexpressible equip- 
ment. The commission of necessity 
must consider the programs of a sta- 
tion when called upon to decide if its 
license should be renewed or not. 

“It seems to me, as a matter of 
fairness and equity, that the regula- 
tory body should be clothed with 
enough authority to warn stations 
that certain classes of programs are 
undesirable and may lead to embar- 
rassment if not actual punishment, 
if they are put on the air,” Commis- 
sioner Hanley declares. He con- 
tinues: 

“In other words, it would seem 
unfair to stations for the commission 
to be muzzled regarding the rendi- 
tion of programs and at the same 
time be clothed with authority to 
arbitrarily and,summarily put off the 
air a station which consciously or 
unconsciously has rendered an_ ob- 
jectionable program. It puts the 
commission much in the attitude of 
a spider sitting in its web waiting 
for some prey on which to pounce.” 


Raps Liquor Pronouncement 


Commissioner Hanley admitted 
that he did not favor the recent state- 
ment which received widespread com- 
ment relative to advertising liquor 
on the air, “because of its discrimi- 
natory content.” Such warnings as 
that against liquor advertising, he 
said, are “nothing more than a gun- 
behind-the-door policy, or a stop sign 
on a highway announcing the speed 
limit.” 

Significantly, the commissioner 
says, “It seems to me that the com- 
mission should be given some author- 
ity by an amendment to the effect 
that it could without being regarded 
as censorship, say that such and 


such a policy, he continues: 
“Consequently, this question of the 
program content and extent, partic. 


larly in commercial advertising, is 
one that the commission has beey 
considering and will sooner or later 


have to solve. 

“Of course, we are conscious of 
the fact that regulatory statutes such 
as the federal radio act must await 
the decision of the courts to deter- 
mine just to what extent we can reg. 
ulate and control without violating 
the anti-censorship section of the 
statute.” 

He believes that “eventually con- 
gress will make provision for penal- 
ties and punishment against stations 
which permit flagrant misrepresenta- 
tion of goods during sponsored pro- 
grams. Many advertisements 
the air are reeking with superlatives 
regarding certain mediocre if not 
harmful products, 


over 


Favors Tugwell Bill 


“There is no doubt in my mind 
that the general public is being 
grossly deceived in many instances, 
You will recall that only recently an 
investment house used much time on 
the air sponsoring a program pri- 
marily to sell its securities which 
proved to be practically worthless. 

“One of the greatest abuses of the 
‘radio today is the disposition of ad- 
vertisers to take advantage of the 
general public, and the law as it now 
stands affords little protection. We 
look for relief through the measure 
designated as the Tugwell bill now 
pending in congress and I sincerely 
hope it will be enacted into law.” 

The commissioner believes that 
programs should “be of wide appeal. 
They should avoid, particularly in 
the advertising field, what is 
monly known as ‘bad taste.’ ”’ 

Commissioner Hanley urges coop- 
eration in the plan presented by 
President Roosevelt for the establish- 
ment of a federal communications 
commission which would _ include 
radio, and it is presumed, also fix 
rates. Carried to its ultimate extent, 
this would likewise bring about the 
fixing of rates to advertisers for their 
time on the air. “As the President's 
message points out, there should be 
a federal regulatory body to con- 
sider interstate rates charged by the 
telegraph, telephone and commercial 
radio companies,” he declares, 
adds: 

“When that is done a major prob- 
lem confronting radio broadcasting 
will be solved, because one of the 
serious handicaps to the development 
of radio, especially in the rural sec- 
tions, is the relaying of programs to 
remote sections.” 


com- 


and 


Boone With Mills 


George I. Boone, formerly with 
Hussman- Ligonier Company, 5. 
Louis, and more recently sales mal 
ager of the Zero Plate Corporation. 
Chicago, has been appointed general 
sales manager of the ice cream 
freezer division of Mills Novelty 
Company, Chicago. A promotion 
campaign is under way in behalf of 
this unit. 


e 
Regulate Prices 

Uniform re-sale prices by all deal: 
ers are being established in New 
York and vicinity on Sparton radios 
and refrigerators by Bushwick-Mc 
Philben Corporation, distributor. 
New models are being delivered only 
to retailers who have entered into 
an agreement with the distributors 
to follow stipulated prices. 


Law Called Invalid 


In instructions to the Barren Coul 
ty grand jury, Circuit Judge Will 
H. Fulton, Bardstown, Ky., said the 
liquor law passed by the 1934 Kel: 
tucky general assembly is unconst! 
tutional and indictments should be 
found under the law in force betore 
the new law was adopted. 


Dallas Clubs Merge 


The Dallas Advertising League, 
composed entirely of men, has — 
ten former members of the Dallas 
Women’s Advertising League into ue 
organization. The women will con 
duct one program each month. 
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; “The most influential books and the truest in their influence are works of fiction. They re-arrange, they 


- | Stevenson as 
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In Defense of Ivory Soap 


We have a high regard for our 
contemporaries in the advertising 
field, but we can’t help feeling that 
some of them are developing a bad 
case of jitters on the subject of the 
advertising copy which is now being 
published. Their criticisms indicate 
that for the moment, at least, they 
have lost a sense of proportion, and 
are taking a hypercritical attitude 
which is not at all a reflection of the 
common sense view of the great ma- 
jority of the public, who still believe 
in advertising, judging by their con- 
tinued response to it. 

Printed Salesmanship, one of the 


soundest commentators on adver- 
tising, as a rule, has an editorial 
in a recent issue which was 


written in all sincerity, but which 
we believe is typical of this attitude 
of extreme criticism of advertising 
so popular today. It picks out for 
objection, on the ground of believ- 
ability, the copy of a number of well- 
known advertisers, such as Procter & 
Gamble, Campbell Soup Company, 
Chevrolet, Buick, ete., and says re- 
garding a current Ivory Soap maga- 
zine page: 

“The advertisement of Ivory Soap 
implies by statement and suggestion 
that if you are feeling blue and sad, 
bathing with Ivory Soap will cheer 
you up. No one will deny that when 
you feel dirty and tired, a bath makes 
you feel a lot better, but the sugges- 
tion that to get this cheery feeling 
you must take a ‘healthy dive inte 
a brimming Ivory bath’ is far-fetched, 
to say the least.” 

Frankly, we can see nothing what- 
ever of an objectionable character in 


It’s an interesting, humor- 
ous and somewhat whimsical presen- 
tation of the basic fact that mental 
condition depends a lot on physical 
condition. While not 
blues can be chased by an Ivory soap 
bath, it’s not so far-fetched, after all, 
to recommend a bath as one way to 
a fresher, more cheerful outlook on 
life. And that’s all that this Ivory 
Soap copy suggests. 

Is there anything really wrong 
with copy like this, advertising a 
fine product in an interesting and 
amusing way? From where we sit, 
this is about the best kind of adver- 
tising it is possible to run. There is 
a lot of copy a great deal worse, and 
if everybody's advertising 
equally good, nobody would 
much reason to protest. 

Edgar Kobak, president of the Ad- 
vertising Federation of America, and 
chairman of the Advertising Review 
Committee, estimates that not more 
than five per cent of the advertising 
copy published can be classified as 
objectionable. We with this 
estimate—and we _ feel sure that 
Ivory Soap copy would not be placed 
in this classification. 

ADVERTISING AGE urges the imme- 
diate establishment of the necessary 
facilities to clean up 
whenever and wherever 
but in the meantime we hope that 
advertising men and advertising pub- 
lications will take a reasonable and 
common sense view of advertising 
copy, and not condemn it unless it 
really represents a hazard to the 
health or pocketbook of the con- 
sumer, or unfair competition to busi- 
ness, 


this copy. 


everybody’s 


were 
have 


agree 


advertising 


necessary, 


Standard Sanitary Designs a Bathtub 


Sweet are the uses of adversity, 
Mr. Shakespeare remarked, and the 
depression period has given oppor- 
tunity for business to eliminate obso- 
lete products and methods, and to 
sweep out a lot of junk, in the form 
of merchandise and merchandising 
ideas, which might have been carried 
along indefinitely under more pros- 
perous conditions. 

For example, take that intriguing 
new bathtub of the Standard Sani- 
tary Mfg. Company, which was de- 
scribed, along with the advertising 
campaign which has been released in 
its behalf, in the April 14 issue of 
ADVERTISING AGE. That is a fine indi- 
cation of the sort of thinking which 
has been going on throughout the 
manufacturing field, and no doubt 
prosecuted with special 
vigor in many sections of the build- 
ing equipment field. 

Expert observers have been saying 
that the building industry is. still 


has been 


using a lot of old-fashioned products 
and methods, but the bathtub revolu- 
tion may lead the way in changing 
all that. 
The new product will fit nicely 
into many a plan for remodeling this 
year, and will take advantage of the 
upswing in building which has al- 
ready started. <A lot of advertisers 
in this and other fields, who have 
been inactive of late partly because 
of reduced volume, but also because 
of anemic ideas, should take courage 
both from the improved business sit- 
uation and the spirit of enterprise 
exemplified by Standard Sanitary 
and other manufacturers of its type. 
As long as 
stantly 


producers are 
seeking to 


con- 
better 
values, and as long as we have new 
and interesting 


create 


products available, 
there will always be a great oppor- 
tunity for advertising to contribute 
in a definite and substantial way to 
business development. 


“Daily News” Typography 
Wins Commendation 


To the Editor: I noted with in- 
terest your editorial on the subject 
of the improvements in typography 
recently adopted by the Chicago 
Daily News. 

You will be interested to know 
that we have received favorable 
comments on this subject from all 
over the country, indicating that 
advertisers are indeed interested in 
better type and better presentation 
lof news and advertising to the 
reader, 

We believe that improvements of 
this character are, as you suggest in 
your editorial, news worthy of men- 
tion in the columns of ADVERTISING 
AGE. 

GEORGE HARTFORD, 
Advertising Director, Chicago Daily 
News. 
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_ There’s Nothing New... 

To the Editor: We have just read 
with interest an article in ADVERTIS- 
ING AGE telling of the inauguration 
of a diaper service by the General 
Diaper Service Corporation, and note 
with especial interest one or two 
statements therein. 

One statement is to the effect that 
“inasmuch as it is so new,” referring 
to the idea. The other statement is 
“as to nationwide expansion.” 

It may be interesting to you to 
know that Dy-Dee Wash, Inc., of Chi- 
cago has been in operation for well 
over two years. There are Dy-Dee 
Wash services in Philadelphia, Bos- 
ton, Baltimore, Washington, Minne- 
apolis, St. Louis, Kansas City, Den- 
ver, Houston and San Francisco. 
There will be in the very near fu- 
ture, Dy-Dee Wash services in Al- 
bany, Paterson, Pittsburgh and De- 
troit. 

ALBERT A. LAU, 
President, Dy-Dee Wash, Ine., 
Chicago. 
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A Bid for Oregon 


To the Editor: The constant drift 
of prominent members of the adver- 
tising fraternity to Florida and 
points south makes me concerned 
lest they all fail to find accommoda- 
tions. 

Why not send some of them to 
Oregon? It hasn’t rained six days 
since the last of January, has not 
reached the freezing mark all winter. 
The sun is hot and golf is good—my 
golf, well—that’s different. 

This that “Getting Per- 
sonal” in ADVERTISING AGE is widely 
read. 


proves 


Roscoe W. SEGAR, 
Advertising, Portland, Ore. 
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Alka-Seltzer an Old 


Timer on the Radio 
To the Editor: Thank you for the 
notice you gave Alka-Seltzer in your 
issue of April 14. Unfortunately, the 
heading you used, “Alka-Seltzer on 
the Air,” gives the impression that 
it is a newcomer to radio. 
Alka-Seltzer has been on the air 
almost continuously for 2% years. 
Its Saturday night barn dance pro- 
gram is the only full hour chain pro- 


The Voice of the Advertiser 


ANOTHER GREAT SCIENTIFIC ADVANCE 
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—New York American. 


"We now present first of a series of broadcasts of Senator Blinch 
talking in his sleep through the courtesy of Ajax Beds, Inc." 


gram ever originating in Chicago or 
broadcast out of Chicago. 

“Stars of Hollywood” is another 
15-minute program used extensively 
as a spot program. It consists of 31 
electrical transcriptions, featuring 
such stars as Roscoe Ates, Louise 
Fazenda, Benny Ruben and “Farina.” 

“Uncle Ezra,” the newest addition 
to the Alka-Seltzer programs, has 
started off with a bang. Today 7,000 
requests came in from yesterday's 15- 
minute skit. 

ALBERT G. WADE, 
Wade Advertising Agency, 
Chicago. 
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Reciprocity Pays, 
American Chain Finds 


To the Editor: We believe you 
will be interested in the enclosed 
proof of our advertisement of El-Wel- 
Tra trace chains and other ACCO 
chain products which appears in the 
April issue of Southern Hardware, 
because it is based on one of the best 
builders and maintainers of good will 
—reciprocity—as per its heading, 
“Reciprocity in Cotton.” 

This advertisement points out that 
numerous ACCO items are packed in 
cotton bags, so that “every bag of 
chains we sell helps the cotton mar- 
ket.” 

We believe you will also be inter- 
ested in how we expressed our appre- 
ciation of the mention of tire chains 
in Armour’s radio program of March 
9. We sent out a bulletin to the thou- 
sands of employes of the American 
Chain Company and its 16 associated 
companies, quoting the mention of 
chains by Phil Baker, and suggesting 
that employes could express their 
appreciation by eating Armour hams. 

We also wrote Armour & Co. as 
follows: 

“We greatly appreciate the refer- 
ence to tire chains in your radio pro- 
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gram of March 9, as per the attached 
bulletin sent out to the thousands of 
employes of American Chain Com- 
pany and associate companies. 

“Won’t you please pass on our ex- 
pressions of appreciation to your ad- 
vertising department and everybody 
responsible for the valued reciproca- 
tion between hams and chains, not 
forgetting Phil Baker and others 
who make the Armour hour so inter- 
esting. 

“Won't you also please advise them 
and the National Broadcasting Com- 
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AMERICAN CHAIN COMPANY, inc. . 
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pany that the writer carried on 4 
canvass among American Chain and 
associate companies’ employes which 
strongly indicated that a large ma 
jority prefer your radio program t0 
all others.” 


J. O. LASHAR, 
Advertising Manager, Americal 
Chain Company, Inc., New York 
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Wants More Assistance 
on Bleed Page Production 


To the Editor: With bleed pase 
coming into general use, it would b¢ 
helpful if publications would furnish 
a diagram similar to that reproduced 
on this page, to assist production de- 
partments in preparing plates to cor 
rect specifications. 

In preparing art work, it is nec 
sary to have complete data in fis! 
ing bleeds, to center lettering and 
type properly. The size of the pleed 
may vary from % inch to 1's inch. 
Some publications charge extra tol 
bleed pages—others do not. 

Why not publish a list of publics’ 
tions permitting bleeds, also detaileé 
specifications, extra charges, °° 
Production men would be grateful vi 


form 


get this information in handy ! 


JOHN P. McC artHyY. 

’ ve £ (0 

Secretary, Hughes, Wolff & ‘ 
Rochester, N. Y. 
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THE DAILY NEWS PERCENT- 
AGE OF TOTAL AUTO. 
MOTIVE ADVERTISING 
IN ALL CHICAGO 
DAILY NEWSPAPERS 


...in the percentage of TOTAL 
AUTOMOTIVE ADVERTISING 
in Chicago daily newspapers .. . 
in the years when smaller advertis- 
ing budgets had bigger jobs to do. 


THE CHICAGO DAILY NEWS 


EVERY YEAR A YEAR OF LEADERSHIP 


SEORGE A. McDEVITT CO., National Advertising Representatives, NEW YORK—CHICAGO—PHILADELPHIA—DETROIT—SAN FRANCISCO 
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ADVERTISING AGE 


April 21, 1934 


AWARDS FOR ART 


IN ADVERTISING 
GIVEN AT SHOW 


Three Groups Receive Dual 
Honors at Exhibit 


New York, April 19.—-Three groups 
received both the Art Directors Club 
Medal and_ special classification 
honorable mentions when the awards 
in connection with the 13th annual 
Exhibition of Advertising Art were 
announced this week. 

The dual honors went to Paul 
Smith who designed and directed the 
best complete advertisement, the ad- 
vertiser being the Mergenthaler 
Linotype Company and the agency, | 
Kenyon & Eckhardt, Inec.;_ three 
artists, M. Covarrubias, S. Raveson | 
and Miss C. Pineless, who worked to- 


the year, which was designed by Dr. 
M. F. Agha for the Condé Nast Pub- 
lications; and Bruehl-Bourges, who 
photographed, and Park Berry, who 


i hd 
oy 


April 8th 


HONORABLE MENTION FOR COLOR PAINTING 


7 


Painting by Carolyn Edmundson for Cannon Mills which won honor- 
able mention at the Exhibition of Advertising Art. 


photographie ad 
| vertisement, which was made for the 
gether on the best magazine cover of | Cadillac 
Campbell-Ewald Company. 


Roy, painter, and 
Coiner, art director, for 


the best color painting in the show. 
This appeared in an advertisement 
prepared by N. W. Ayer & Son, Ince., 
for the French Line, which was re- 
produced in the March 10 issue of 
ADVERTISING AGE. Jane Miller, 
painter, and Lewis Philip Ritter re- 


_.-NEITHER APRIL SHOWERS NOR 
_ FOG COULD STAY THESE THOUSANDS 
(FROM THEIR SHOPPING... 


. . . Jupiter Pluvius looks at his calendar . . . . ‘Suburban Day in 


Indianapolis, sponsored by the merchants and The News exclusively, eh! . . . . well, 
I'll give these guys something to remember me by!" 


And so it fogged and it rained. But ''Pluvy" took a beating . . . . thousands of 
shoppers couldn't resist the bargains advertised exclusively in The News . . . . they 


came to Indianapolis and they bought. 


Let's listen to the men who know what the actual results of Suburban Day were: 


S. A. Sullivan, Director of Publicity at L. S. Ayres & Co., "It was old home day at Ayres. We 


delivered goods to towns we'd almost forgotten’ 


George M. Binger, Advertising Manager of the Wm. H. Block Co., "Suburban Day was a 


success at Block's. In fact, our volume was much greater than we expected" 


E. O. Campbell, Manager, J. C. Penney Co., "We were very much pleased with the response 
to Suburban Day; particularly with the large number of out-of-town shoppers’ : 


Leonard A. Murchison, General Merchandise Manager, H. P. Wasson & Co., "It demonstrated 
conclusively the fact that The News has lost none of its power as a first-rate newspaper’ 


May we modestly add: this is but another demonstration of the ability of The Indiana- 


polis News to do the advertising job ALONE. 


THE INDIANAPOLIS NEWS 


New York: 


tpl Dan A. Carroll, 110 E. 42nd St. 


SELLS THE INDIANAPOLIS RADIUS 
Chicago 
E. Lutz, 180 N. Michigan Ave. 


ceived the medal for the best black 
and white illustration. It was made 
for B. Altman Company. 


Many Honorable Mentions 
The Kerwin Fulton Medal for 24- 
sheet posters was given Leonard 
London, artist, and to both Mr. Lon- 
don and Walter Fawcett for design; 


Campbell-Ewald Company, agency, 


and United States Rubber Company, 
advertiser. 

Honorable mentions were made in 
22 classifications and are considered 
by the jury as ranking importance 
with medals because in each case 
such mention was awarded to the 
best work of its kind in a given 
classification, 

For the best advertising art work 
in mass magazines, honors went to 
Leslie Saalburg, artist, Charles T. 


Coiner, art director, Lincoln Motor 


Car Company and N. W. Ayer & Son, 
Inc., for the best color painting. John 
Atherton, artist, Paul Berdanier, art 
director, Lever Bros., and J. Walter 
Thompson Company were awarded 
honorable mention for the best black 
and white illustration in a mass 
magazine while Halleck Finley, 
artist, Paul Smith, art director, Ax- 
ton-Fisher Tobacco Company, and 
Kenyon & Eckhardt received honor- 
able mention for the best photo- 
graphic illustration in this field. For 
the best design of a complete adver- 
tisement in a mass magazine honors 
went to Gerald Link, the designer, 
Lever Bros. and J. Walter Thomp- 
son Company. 

Advertising work in class maga- 
zines was divided into the following 


Painting by Ludwig Bemelmans for 
Borden Sales Company which won 
honorable mention in the newspa- 
per classification. 


Classifications and winners: For the 
best color painting, Carolyn Edmund- 
son, artist, Paul Froelich, art direc- 
tor, Cannon Mills, Ine., and N. W. 
Ayer & Son, Inc.; for the best black 
and white illustration, Robert Faw- 
cett, artist, William Strosahl, art di- 
rector, Steuben Glass Ine., and J. 
Walter Thompson Company; for the 
best design of a complete advertise- 
ment, Victor Keppler, photographer, 
Daniel Keefe, art director, McCann- 
Erickson, Ine., for MeCann-Erickson, 
Ine, 
Trade Publications 


Honorable mention for the best 
advertising art work in trade pub- 
lications was awarded to a specially 
created Classification of a “built-up” 
entry to T. V. Tinker and H. W. 
Olsen, designers, for an advertise- 
ment built up for Chase Brass & 
Copper Company, through Batten, 
Barton, Durstine & Osborne, Ine. For 
the best black and white illustration 
in a trade publication honorable men- 
tion was awarded Alexey Brodovitch, 
artist, Nelson Gruppo, art director, 
Climax Molybdenum Company and 
N. W. Ayer & Son, Ine. The best 
photographie illustration in the trade 
magazine Classification gave honors 
to Leigh Irwin, photographer, East- 
man Kodak Company, and J. Walter 
Thompson Company, while honors 
for the best design of a complete il- 
lustration in this category went to 
Alexey Brodovitch, Nelson Gruppo, 
Climax Molybdenum Company, and 
N. W. Aver & Son, Inc. 

In the classification of advertising 
art work in newspapers, honorable 
mention for the best color painting 
went to Ludwig Bemelmans, artist, 
R. Wilson and E. Button, art direc- 
tors, Borden Sales Company, and 
Young & Rubicam, Inc.; for the best 


black and white drawing, Sidney 


Fletcher, artist, Arthur Deerson, art 
director, Commercial National Ban} 
and Lord & Thomas; for the bh 
photographie illustrations, joint 
John Funk, photographer, and Roge; 
McDonald, who worked with MM, 
Funk, to Mr. McDonald as the art di- 
rector, and L. Bamberger & Co., as 
the advertiser; for the best design «| 
a complete advertisement in this 
classification, Roger McDonald, and 
Eugene Hutchinson, photographer, 
for creating the design and phot 
graphing, and to L. Bamberger & ( 
Booklets Brochures, Etc. 

The best advertising work in boo! 
lets, brochures, and direct mail ma- 
terial distributed honorable mentio: 
among the following, Lester Beal! 
artist, Mills Novelty Company, and 
Beall-Hauck for the best color paint 
ings in a booklet; to Boris Artzylha 
sheff, artist, and Time, Inc., for the 
best black and white illustrations in 
a booklet; to Paul Smith for photog. 
raphy and designing of a booklet f« 
the Mergenthaler Linotype Company 
through Kenyon & Eckhardt, In 
and to the same individuals and com. 
panies for the best design of a com.- 
plete advertisement in this category, 
previously mentioned among the 
medal awards. 

In the poster field honorable men- 
tion awards were made to Ray Rohn, 
artist, Joseph R. Rollins, art director, 
Atlantic Refining Company, and Ben- 
jamin Eshleman Company for the 
best outdoor advertisement; to May 
Mulvany, artist, Gordon C. Aymar, 
art director, Procter & Gamble Com- 
pany, and the Blackman Company 
for the best car card; to Stanley 
Crane, artist, Roger McDonald, art 
director, and L. Bamberger & Co., for 
best display poster. The magazine 
cover honorable mention also re- 
ceived an Art Directors Club Medal 
and has been described in that con- 
nection, 

Jurors for this years awards in- 
cluded the following: 

For the Art Directors Club Medal, 
Charles T. Coiner, William E. Fink 
Elwood Whitney, Claude H. Muller, 
Gene Davis, M. F. Agha, Alexey Brod 
ovitch. 

For mass magazines, Henry Qui 
nan, Lurelle Guild, W. Thornton 
Martin. 

For class magazines, Eleanor 
Treacy, John Hanrahan, Heyworth 
Campbell. 

For trade publications, Perry Gith- 
ens, C. B. Larrabee, George Sakie1 

For newspapers, Ruth Fleischer, 
George Bijur, Leo McGivena. 

For booklets, brochures and direct 
mail, George Macy, Everett Currier, 
Everett Henry. 

For posters, Ernest Elmo Calkins, 
Walter Whitehead and Lucien Bern- 
hard. 


Scott and Telander 
Establish Own Agency 


A new advertising agency, to be 
known as Scott-Telander, Ine., has 
been formed by N. L. Telander and 
Harry H. Scott, both resigned from 
Burns-Hall Advertising Agency, Mil 
waukee. Offices are in the Gual 
anty Bldg., Milwaukee. 

Included in the personnel of the 
new firm, which will offer a_ sales 
manual and sales planning service 
in addition to the regular agenc} 
functions, are Clyde W. Lawrie and 
Esther Block, who was for severa! 
years in charge of market resear¢l! 
for Klau-Van Pietersom-Dunlap A‘ 
sociates, 

Accounts of the new agency 1! 
clude: Outboard Motors Corporation 
Master Lock Company, Kerner Inci!! 
erator Company, Northwestern Fur 
niture Company, Rosenthal Cor 
Husker Company, the Milwauke 
Company, the Climax Traffic Cor- 
poration, Chicago, and the Rockrids 
Company, Milwaukee. 


Prominent Designers 
Form Producing Unit 


Edward Steichen and Anto® 
Bruehl, photographers; William Les 
caze, architect; and Charles Sheeler. 
Yasuo Kuniyoshi, Stuart Dav 
Henry Billings, Peter Blume and 
Saul Schary, painters, have form’ 
Samuel M. Kootz Associates, headed 
by Samuel M. Kootz. Offices are *! 
61 W. 9th St., New York. 

The organization will engage P!' 
marily in industrial and textile 
signing. Mr. Kootz has had cons! 
erable training in merchandising &™ 
manufacturing, as well as designing 
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COPIES NET PAID » NEW YORK SUNDAY NEWS AVERAGE + SIX MONTHS ENDING MARCH 31, 1934 


READER: These New York News ads used to be 
vurry int’resting ... but screaming about their 
‘Two Million isa bore... 


US: Not to advertisers with imagination, lady! 
Even advertisers without imagination know that 
Two Million (2,298,353 average in March, to 
be exact) at a rate based on 1,450,000 in 1928 
is something not to be bored with... 


THE [2] NEWS, New York’s Picture Newspaper, 
Tribune ‘Tower, Chicago; Kohl Building, San 
Francisco; 220 East Forty-second Street, New York. 
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USE DAILIES FOR 
25c GEM OFFER 


New York, April 19.—A drive has 


been started by the Gem Safety 
Razor Corporation, making use of 


employed and duration of the drive 
in each city is determined by sales 
results. 

Uses Strong Phrases 


The price featured in the offer is 
described as “incredible” on a full- 
chrome razor and executives com- 
ment that they have “outdone” 
themselves in making it. 

Copy, prepared by Federal Adver- 


| tising Agency, Ine., is replete with 


large newspaper advertisements, to | strong phrases descriptive of good 


induce men to switch to Gem blades. 

The vehicle by which the switch is 
made is an offer of chrome plated 
razor, heretofore confined to $5 sets, 
and two razor blades for 25 cents. 
Seven million sets are set aside for 
the drive. 

Started in Detroit, the promotion 
has spread to other Michigan cities, 
to Chicago and other cities in that 
state and section, and to the Pacific 
coast, including Los Angeles. 

In carrying out the program, each 
town is regarded as a separate mar- 
ket. The large space newspaper 
advertising, in color where it is 
available, as in Chicago this week 
where a full color page appeared in 
the Chicago Tribune, and in black 
and white, does not appear until 
local retailers have evidenced keen 
interest and pledged cooperation by 
means of window displays and other 
point of sale promotion. 

The amount of newspaper space 


| 


and bad shaving and mechanical ex- 
pressions of special appeal to men. 

“Quit mauling your skin with in- 
correctly shaped frames and uncer- 
tain blades,” it says. “. . Micro- 
matic Gem alone works with a full- 
contact barber-shop stroke .. . thick 
beards that take the heart out of 
fragile, shallow edges can’t stand up 
against the 50 per cent thicker surg- 
ical steel which Gem strops 4,840 
separate times to produce a tugless, 
scuffless, ouch proof blade. .. 

“Dual alignment . guarantees 
the first raspless, non-scuffing, skin- 
safe shave. The blade can’t creep, 
wobble or scratch.” 


Sponsors Sportcast 
Berghoff Products Mfg. Company, 
Fort Wayne, Ind., has become the 
sponsor for John Harrington’s night- 


ly sport broadcast over Station 
WGN, Chicago. Berghoff Beer is 
featured. 


ADVERTISING AGE 


| “Merchandise Manager” 


Is Sold and Suspended 


The Merchandise Manager, New 
York, a controlled-circulation month- 
ly for executives in the department 
store field which was founded about 
three years ago, has sold to Dry 
Goods Economist, a publication of 
Textile Publishing Company, New 
York. 

Publication of The Merchandise 
Manager will cease with the April is- 
sue. Dry Goods Economist will re- 
tain certain features of The Mer- 
chandise Manager, but these will in- 
volve no radical change in plans or 
policies, according to Ernest C. Hast- 
ings, president of the Textile Pub- 
lishing Company, who said Dry 
Goods Economist would continue to 
give important consideration to the 
problems of department store execu- 
tives and merchandisers while ful- 
filling the editorial requirements of 
the thousands of medium sized re- 
tail organizations. 


Conover Promoted 


George Conover, manager of the 
Cleveland office of American School 
and University Publishing Corpora- 
tion, has been made a vice-president 
of the company. 


X-Ray Lab Appoints 
Advertising of Kelley-Koett Mfg. 
Company, Covington, Ky., maker of 
X-ray machines, has been placed with 
Chester C. Moreland Agency, Cincin- 
nati. 


————————X—— — = 


By a preference of 7 to 1 MIDA’S CRITERION was given first 
choice over its nearest competitors in an independent survey just com- 
pleted for a Chicago manu facturer.* 


PREFERENCE. 


SNS 


And, throughout the survey MIDA’S CRITERION was 
Out of every 100 replies received 89 men- 
tioned MIDA’S as against 50 mentions for the next pub- 
THAT PROVES COVERAGE. 


lication. 


monthly. 


number one. 


an 


\ 


Copies of the complete survey are being reproduced by 
permission, and are available to anyone interested in ad- 
vertising to the wine and liquor industry. 
secured by 


MIDA’S CRITERION office. 


addressing your request to 


*Name furnished on request, 


MIDA’S CRITERION has the largest net paid circulation in the 
wine and liquor field. ‘Total distribution, more than 5,000 copies 


THAT SHOWS READER 


They may be 
the 


AGAIN! 
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MIDA’S CRITERION 


400 WEST MADISON STREET 


Advertisers have placed more pages of wine and liquor ad- 
vertising in MIDA’S CRITERION since September, 1933, 
ethan have been placed in any other publication in the field. 


CHICAGO, ILLINOIS 
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- Getting Personal 


The Chauncey Landons (Mathes) have taken a new house in 
Bronxville. The C. L. Whittiers (Y&R) have remodeled an old 
house in Scarsdale, which furnishes a perfect background for their 
cherished antiques. . . 

Clarence Francis, Nelson Perry and their gang of advertising men 
are making the Bronxville Riding Club the livest organization north ot 
New York. Boxing shows and, possibly, dog races are next on the 
program of events to be sponsored by the club. Louis Wiley is 
wearing out his tail coat in a round of Washington ambassadorial 
dinners. 

Richard C. Rothschild, v. p. of United Advertising Agency, is the 
author of the new book, “Reality and Illusion, a New Framework otf 
Values,” which develops the theme that a new civilization is taking 
form beneath the day’s political and economic upheavals. It promises 
to repeat the success of his “Paradoxy—-The Destiny of Modern 
Thought,” published three years ago, which was warmly praised by 
Dewey, Einstein, Babbitt and others. . 

George McMillan (ANA) wants to sell his car for $15. It isn’t 
worth much more because George and Al Haase used it to discipline 
another motorist who tried to steal the right of way. Nothing was 
damaged but automobiles and dispositions. 

E. R. Shaw, publisher of Power Plant Engineering, and treasurer 
of the A. B. C., has been thinking things over at Chicago’s Presby- 
terian Hospital as the result of a badly swollen foot. He is getting 
along fine, though, and hopes to be riding horseback again before 
long. 

Paul Ryan, Shell Petroleum advertising generalissimo, has found 
a very successful way to reduce, and his rotund figure is much more 
svelt than formerly. W. B. Geissinger will be interested to learn that 
the base of the diet is orange juice. 

Russell T. Gray, nationally known industrial advertising expert, 
started his career as advertising manager of the Haynes Automobile 
Company at Kokomo, Ind. As Russell points out, the company dis- 
continued business after he left there. 

Vincent Gottschalk, Chicago newspaper representative, has a wide- 
spread reputation as a magician and lecturer on the mystic arts. But 
no space buyer ever accused him of pulling a rabbit out of a silk 
hat. 

Ben McClashan, owner of Station KGFJ, Los Angeles, has been 
given the call letters WDFL for the short-wave transmitter aboard his 
yacht, El Perrito. And if that weren’t enough fame for one man, 
Ben is also running for state senator. 

Harry A. McDonald, Detroit, has it on most advertisers, for he is 
singing over WJR on the program of the H. A. McDonald Creamery 
Company, which he heads. 

Alden J. (“Al”) Cusick, manager of the New York branch of the 
GOA, has invented a device to control after-dinner speakers, which 
he demonstrated successfully at a dinner of the Broadway Association. 
Resembling a four-foot traffic tower, it is placed in front of the speaker. 
When he gets the bit in his teeth, Al touches a button at his place 
and the tower flashes the word “Nuts” from a four-sided illuminated 
panel. 

Mrs. Don F. E. Fox, wife of the Utica agency man (Central Service), 
has blessed-evented him with a baby girl. Thayer (“Tax”) Cum- 
ings (BBDO) has hit upon Eno as a substitute for his Filipino house 
boy’s unpronounceable name. 

Paul Van Auken, who has been running the annual direct-mail 
convention exhibits for a number of years, is now the convention ex- 
pert for the Hotel Stevens, Chicago. Leonard Dreyfus, presi 
dent of the United Advertising Agency, New York, has been elected 
a director of the West Side Trust Company, of Newark. 

F. A. Miller, president and editor of the South Bend Tribune, is 
tough. He underwent two operations, but foiled the surgeons by re- 
covering completely. Henry C. Maas, sales manager of the 
NBC’s western division in San Francisco, is to be married to Grace 
Ethel Mossey. 

Gerald B. Wadsworth, director of the Home Makers Educational 
Service, Freeport, N. Y., has been elected president of the Nassau 
County Grand Jurors’ Association. M. C. Meigs, Chicago Evening 
American, piloted a plane carrying a party of five to the Ewald 
dinner in Detroit Friday evening. 

Cards received by advertising men this week announced tle 
marriage of M. C. Robbins, Jr., son of the publisher of Advertising ¢ 
Selling, on April 12. The bride is a native of Holland who was visit 
ing friends in this country. 


It looks as if Frank Kane will have to issue a form letter thank- 
ing his friends for their congratulations. When Mr. Kane’s appoint- 
ment as vice-president of Campbell-Ewald was announced, the well 
known copywriter was swamped by mail and telegrams. And they're 
still coming. 

It seems Theodore F. MacManus is one of those lucky fellows who 
sport yachts. The Detroit advertising agent is getting ready for 4 
pleasant season on the water. 


1. Willard Crull, vice-president and advertising director of the 
Campana Corporation, Batavia, Ill., will sail for Europe April 25 in 
quest of new advertising and merchandising ideas. Mrs. Crull will 
accompany him. 

Louis A. Hebert, who retired from the direct mail field to special 
ize in the management of funds for discriminating clients, has bought 
a seat on the Chicago Board of Trade. Mr. Hebert’s clients include 
several advertising men. 


= —————— 


Send for McCandlish . . - 


The story behind some ofthe most beautifully 
lithographed displays and posters in America '8 
that the buyer discovered that McCandlish makes 
a fetish of faithful reproduction, thus giving the 
poster the full advertising benefit ofall the ronstote 
and color in the original finished sketch. F or pet. 
ers of any size and for advertising displays, 1t™ - 
pay youtoseeorwrite A.R.McCandlish,Preside 


McCANDLISH corporation 


CORPORATION 
ROBERTS AVE. AND STOKLEY ST PHILADELPHIA PA 
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COLOR 


—_attracts instant attention 


COLOR 


—_spotlights your product 


COLOR 


—sticks in the memory 


COLOR 


—_stresses the trade mark 


Bern, 


lends a dramatic touch 


IN ADVERTISING HAS BEEN 


KNOWN TO INCREASE SALES 


AS MUCH AS 9-FOLD. 


available to ltdretisers using the. 


{.Lonis Globe-Bemocrat 


of the 49th State 


| 


will 
I 


The Newspaper 
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’ | not this man’s face symbolize thou- THE ENGLISH VERSION | America, Ethyl Gasoline Corpora-| cents a gallon above regular. Since 
4 sands of faces familiar to us? SS $$ |tion’s current farm paper advertise-|the average car owner uses about 
“But this advertisement is arrest- “<7 | ment is illustrated with the picture! eight gallons a week, the cost of bet 
ing because, as I say, it depicts a am lof a farmer tenderly holding two|ter performance is indicated iy 

EN G l | S " FT H YL plain man in a world where plain | a small pigs. simple logic. 


COPY APPLAUDED 


Compare British, American 
Advertising Methods 


New York, April 19 An unusual 
comparison of American and English 
advertising technique was afforded 
Ethyl Gasoline Corporation this week 
when copies of a British advertising 
publication which chose “BP” Ethyl 
petrol’s magazine copy and one of its 
outdoor un- 


boards as examples of 


PICS nu 


are 


different 


‘er 


Next Time Get ETHYL. 


Typical American copy. 


usually good workmanship, at the 
same time that the corporation was | 
releasing new copy for farm papers | 
in this country. 

The English Ethyl copy follows 
the best traditions of the humorous | 
copy which has become extremely | 
popular in the British Isles. It de- | 


picts a middle aged man wearing an 
outmoded derby, and with a cigarette | 
stuck into the middie of his 
Who discourses in unusual 
on the merits of “BP” Ethyl. 
The British publication was im 
pressed by the advertisement because 
it presented an every-day, ordinary | 
citizen, and by a strange coincidence 
the current American Ethyl 
zine copy also features the 


mouth. | 
fashion 


maga- | 
“common | 


man,” together with a bit of humor 
A Plain Man 

. ad ‘ . | 

“Tam oa plain man,” the English 


booster for Ethyl says in the adver: | 
ltisement. “When a fellow me 
why I ‘BP’ Ethyl, ! it’s | 
British-owned 
me why it 


asks 

reply 
and 
is the 


use 
because it’s 
If he 
tell him because the ethyl is in first 


best. | 
| 
rate petrol. If he asks me why n 


best I} 


asks 


is such good petrol I say it’s due to 
perfect blending. If he 
ask me anything I don’t know, I con 
clude he is a dago and tell him 
for Il am ae plain man and | 


goes on to 
so, | 


of it.” 

This unique message ends with the | 
words, “Ask for ‘BP’ Ethyl,’ in bold | 
capital letters. 

Commenting on this advertisement 
in Advertising World, Gilbert Rus- 
sell, who has been writing a series 
for the British paper, said: 

“This advertisement is really 
arresting for alone it | 
depicts in the advertisement columns | 
The drawing is, of 
course, extraordinarily clever. Does | 


| 
| 
one reason 


a plain man! 


men and women are rare. For, non- 


sensical as it is, it has to be con- 
fessed that our fellow creatures as 
depicted in the advertisement col 


umns are seldom the fellow creatures 
amongst whom we live and have our 
being. 

Seldom Human Beings 


“They are seldom, in short, human 


beings. Which is strange when we 
consider what pains are taken, and 
how necessary it is, to relate adver- 


tisements to life. We strive to strike 
the human chord but curious 
and unworldly are the characters we 
They are of a world 
the advertising world. And in this 
advertising world all men must be 
handsome and brave and have over- 
developed chins and an over-dressed 
appearance. And all must, 
though they handling a 
vacuum cleaner or cooking with a 
new brand of look as if they 


how 


create. 


women 


even are 


suet, 


apart, | 


why | use “BP” Ethyl, I reply 


When a fellow ¢ asks me % 


| it's because it is British-owned and best. If he asks me why it 


| is the best I tell him because the ethyl is in first-rate petrol 
If he asks me why “BP” is such good petrol I say it’s due to tbe 


perfect blending If he goes on to ask me anything that I don’t 


know, I conclude he is a dago and tell him so A for lam 


| » plain man and proud of it” 
tf 


for 
“BP” ETHYL 


had that moment stepped out of the 


very front row of the chorus.” 
Addressing the “plain man” in 


This advertisement, which ties up 


'with the “two and a half little pigs” 


| 


| 


;ern 


poster just out, the first of a series 
constituting the 1934 Ethyl outdoor 
campaign, is appearing in the Cap- 
Farmer, Country Gentleman, 
Home, Farm Journal, 
Hoard’s Dairyman, Progressive 
Farmer & Southern Ruralist, South- 
Agriculturalist and Successful 
addition to 18 state 


per’s 
Country 


Farming in 
papers. 

“Sows may present you with ‘some- 
thing for nothing’,” this advertising 
prepared by Batten, Barton, Durstine 
& Osborn, Inc., says, “but a merchant 
—in the gasoline business or any 
other—is pretty apt to give you just 
what you pay for.” 

The remainder is straight sales 
argument with no embellishment. It 
asserts that “no one is selling Ethyl] 


quality at regular-gas price” and 
calls attention to the recent reduc- 
tion of Ethyl’s price to only two 


B. F. Goodrich Will Use 
2,000 Newspapers in 1934 


More than 2,000 newspapers wi)! 
carry Goodrich tire and battery a: 
vertising this year, which will he 
built around company product in: 
vations. 

The campaign on the Safety Sj) 
vertown tire with the Life-Saver 
Golden Ply, will be continued, and 
new products to be stressed are the 
Gold and Black tube, Seal-O-Matic 
puncture sealing tube, both for pas 
senger cars, and the Electro-Pak stor. 
age battery. 

Color will be used in a large num- 
ber of newspapers for the first time. 


Named for Cosmetics 
Small, Kleppner & Seiffer, Inc., 
New York, have been appointed }y 
B. Kronish & Bro., Inec., New York, 
Silvaray lipstick, rouge and face pow 
der. 


offewrs ts 
co plurimg 
nitinber os 
UPOR of 
srurely ty 
irdeto. 
afer a thesg 
taken » 
hoe UR Pe 
to he ee 
® Theos 


agi aa 


uh wy 

» ¢apttire 
is, Paine 
re shesisd 
le bahiewe 
i dreadfy 
lene trae) 
wiples of 
NO One 


Ao practice 


* Kiver 
erties of 


~ taste 


HAT DOES Herbert Johnson have for us today? 
Many an American business man turns to the John- 


son cartoon each week before he reads his Post. 


For Herbert Johnson is more than a cartoonist —he 
is an able commentator on American affairs. His pen has 
exploded many a bubble, his eye has been quick to see, 
his hand quick to picture, the true meaning back of 
many an economic obscurity. And he wields a tremen- 
dous power over popular opinion because week after 


week his cartoons appear in the Post. 


The Post exerts a strong influence on American 


BUSINESS MEN 
°T JOHNSON 


they know them both 


thought — through its fiction, through its fact, ana 
through its advertising. 


Hammermill Paper, for instance, has been advertised 


in the Post for twenty-two years, advertised so effec- 
tively it has become the outstanding business pape": 
And it’s interesting to think, as you turn the page* 
of the Post, how many more of its advertisers are among 
the pace-setters in their industries. Doubly interesting 
—when you stop to remember that most of them have 


climbed to their present position since they began '° 


advertise in The Saturday Evening Post! 
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ADVERTISING AGE 


ALENT “RAIDS” 
IRK MOVIE MEN 


New York, April 18.— Possibility 
a radio-movie war which may be 
important as previous radio-news- 
.per conflicts is seen here as the re- 
it of the latest moves by NBC and 
CRS to give broadcasting the benefit 
more Hollywood atmosphere, and 
make greater use of movie stars 
nd players in sponsored programs. 


J 


Pointing to the formation of a 
vest coast division of CBS in charge 
Peter deLima, former executive 
its artists’ bureau, to build, serv- 
and organize programs, and 
simultaneous organization by RKO 
of a stock company of motion pic- 
ture players for regular featuring in 
»hroadeasting, Motion Picture Herald 
in its current issue decries the broad- 
casters’ “raid” on Hollywood talent, 
ind indieates that motion picture ex- 


| hibitors will strenuously resist 
radio’s inroads. 

“Exhibitors have been fighting ad- 
vertised radio appearances of film 
stars for several years,” the publica- 
tion says, “protesting that such 
broadcasts kept prospective patrons 
from the theaters, even in instances 
where the program was only an in- 
terview. Sponsored appearances have 
been few and far between, but those 
which have been regular features have 
added further to the exhibitors’ com- 
plaints. 

May Ban Radio Stars 

“Such broadcasts as the Eddie 
Cantor-Chase & Sanborn program 
have been the target of exhibitor op- 
position for some time, as have the 
Will Rogers broadeast, the Bing 


of which are regularly commercial 
broadcast features. 

“Organized commercial competi- 
tion as now is being projected, how- 
ever, had been considered only a re- 
mote possibility.” 

“Evidence that exhibitors will not 
give up without a struggle,” accord- 


ing to the publication, “became ap- 
parent last week in Memphis when 
Ed Kuykendall, president of the Mo- 
tion Picture Theater Owners of 
America, told the tri-state conven- 
tion that the entire MPTOA member- 
ship, which he placed at between 
7,000 and 8,000 theaters, had contem- 
plated banning any film star who 
participated in radio broadcasts of 
any sort.” 


Crosby program and a few others, all | 


Auto Paper Uses 
Dailies in Plea 
Against Strikes 


Detroit, Mich., April 18.—Leaping 
into the fray when labor troubles 
| again threatened to halt, temporarily 
| at least, the upward surge of the 
| automotive industry, Automotive 
| Daily News bought full page space 
last weekend in the Detroit Free 
Press, News, Times, and Saturday 
Night, and in the Pontiac Press and 


Flint Journal, to broadcast a 
sage to automotive labor. 


mes- | 


torial entitled, “Keep Your 


workers’ own interests, as well 
the interests of all in the “auto- 
motive belt’? would best be served by 
|}avoidance of strikes. 
Aside from the signature, and a 
statement of the publication's plat- 
form, the only reference to Auto- 
motive Daily News in the advertise- 
ment was a paragraph at the bottom 
which declared: 

“With this advertisement <Auto- 
motive Daily News reaffirms its edi- 
torial policy to support to its fullest 


industry. It is alert to 
movement 
the livelihood of manufacturer, labor- 


er, dealer or retail salesman.” 


M silts Studio Moves 


William J. Medlin, Inc., New York, 
advertising art studios, has moved to 
larger quarters at 230 West 4lst St 


oppose any 


BUSINESS MEN 


RELY ON HAMMERMILL BOND 


through the Post 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND 
THEIR CHARACTERS IS THE SAME POWER THAT GIVES NATIONAL REPUTATION 
TO ADVERTISERS AND LIFE TO THEIR TRADE "Ad 


mAMMes 
Roy Mt, 


LIFE TO 


THE SATURDAY EVENING POS 


“AN AMERICAN INSTITUTION” 


The message, a reprint of an edi- | 
Job,” | 


which appeared in the Detroit Free | 
Press April 12, declared that the | 


as | 


capacity every progressive step of the | 


that threatens to destroy | 


ADVERTISERS 
FACE TO FACE 


Chicago, April 19-—Chicago adver- 
tisers and agency men were given a 
unique opportunity to meet a repre- 
sentative group of “coupon clippers” 
face to face, and to determine their 
reactions to advertising, when over 
150 women in the Chicago territory 
who had sent in the coupon in recent 
| Knox Gelatine advertising requesting 
a recipe booklet were’ luncheon 
| guests of the Home Arts Guild. A 
| Bumber of advertising men attended 
| the luncheon, 

As the women attending the lunch- 
eon were picked only on the basis 
of their having sent in the Knox 
coupon, which appeared in women's 
magazines, and as they were not 
aware, when they answered the ad- 
vertisement, that they would be 
given tickets for the luncheon, the 
group provided an excellent cross 
section of housewife “coupon clip- 
pers.” 

Circulation of a brief questionnaire 
at the luncheon brought out several 
interesting points about Mrs. Coupon 
Clipper. Of 83 women who replied 
|to the question, “How many adver- 
| tisements do you answer per issue?” 
| 26 said a few, five said many, 35 said 
one or two, five said ‘only those that 
attract,” and 12 said none, although 
their presence at the luncheon in 
itself was testimony to their coupon 
clipping ability. 


Tell of Elapsed Time 


Eighty-five of the women indicated 
that they preferred using a coupon in 
answering advertisements, while only 
three answered this question nega- 
tively. Asked if they really used all 
the material sent them, 77 said yes, 
four said no, and nine indicated that 
their degree of use varied. 

On the subject of elapsed time be- 
tween coupon mailing and receipt of 


an answer, 55 signified that they 
generally received a reply in seven 


to ten days; 22 put the period at two 
| weeks; and four declared it ranged 
from three weeks to over a month. 

| Young children in the households 
of 63 of the women do not send in 
coupons, while those in 16 homes do. 
Of the women who clip magazine cou- 
|} pons, 72 also send in inquiries to 
broadcast sponsors, while 21 assert 
| that they do not. 

| An overwhelming majority indi- 
/cated their liking for prize contests, 
| 76 approving of them, while 14 de- 
clared they did not favor them. 


Keystone Builds Up 
Personnel and Roster 

New officers of Keystone Asso- 
ciates, advertising agency at 12 Pearl 
St., Boston, are A. J. Peel, formerly 
vice-president, S. A. Conover Com- 
pany, president and treasurer; Henry 
W. Palmer, Jr., formerly account 
executive, S. A. Conover Company, 
| vice-president; and Edward Crane 
Denton, advertising artist, vice-presi- 
dent. 

Accounts of the agency include 
_ Rock-Mere Hotel & Fo'cas’le, Marble- 
| head, Mass.; Wildman & Newman, 
New York; Cape Ann Isinglass Com- 
pany, Marblehead, Mass.; Boston 
Service Exchange: 
| Vita-Kist Company, Boston; Dickie’s 
|Salad Dressing, New England terri- 
/tory; Nelson & Blackmur, insurance 
agents, Boston; Richard Partridge, 
insurance, Boston; Liner Academy of 
Music, Boston. 


Syracuse Club 
Elects Officers 


The board of directors of the Ad- 
vertising Club of Syracuse’ has 
elected the following officers for 1934: 

Clarence Keller. promotional direc- 
tor, Hotel Syracuse, president; John 
B. Flack, president, John B. Flack 
Advertising Agency, first vice-presi- 
dent; Grant W. Ernst, advertising 
manager, Post-Standard, second vice- 
president: 

H. W. Osborn, president, Syracuse 
Letter Company, secretary; and Sam- 
uel Joor, advertising manager, First 
Trust & Deposit Bank, treasurer. 
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Radio Stars Act 
As Salesmen 

The radio team of Al and Pete, 
who went on the air for the Fleet- 
Wing Corporation, Cleveland, March 
26, are now appearing between broad- 
casts at jobbers’ sales meetings, civic 
clubs, theaters, and assemblies for 
their sponsor. 

The team is heard on WLW, Cin- 
cinnati, Mondays; WSPD, Toledo, 
Tuesdays; KDKA, Pittsburgh, Thurs- 
days, and WTAM, Cleveland, Fridays. 
Fleet-Wing advertising is handled by 
MeCann-FErickson, Inc., Cleveland, 


Railroad Ss Films 


The Erie Railroad is using two 
sound pictures embracing 2,000 feet 
of film to be shown at luncheon clubs, 
schools, fraternal meetings, etc., to 
create interest in the Chicago world’s 
fair in the eastern territory. 


Honeyed Golf 


Ball to Bring 
Joyous Spring 


Detroit, Mich., April 19.—The| 
golfer who has been unable to break 
100 with any consistency will be pro- 
vided with new hope by the L. A. 
Young Golf Company, manufacturer 
of Walter Hagen equipment. As an- 
other long golfing season looms on 
the horizon, the company is prepar- 
ing to herald the discovery that the 
“perfect center” ball is here at last. 

After extensive experimentation 
with almost every conceivable sub- 
stance in an effort to find one con- 
taining the necessary physical and | 
chemical properties to produce a eer: | 


| discovered that 
| every essential for this perfection. 


|rials which get out of 


ADVERTISING AGE 


fect center ball, the Hagen chemists 
honey possessed 


Honey, they announce, has a nat- 
ural weight sufficient to eliminate 
the use of foreign weighting mate- 
balance. 
Honey, it is asserted, will last indefi- 
nitely, and is unaffected by climatic 
changes. It possesses remarkable 
elasticity and resiliency and does not 
evaporate. 

This story will be told in sin- 
gle column insertions in American 
Golfer, Collier's, Golf Illustrated, 
Golfing, Golfdom, Mid-West Golfer, 
New Yorker and Time. It will be 
varied with announcements that 
“The smart new Hagen woods and 
irons are pippins!” 

The campaign is being placed by 
zimmer-Keller, Inc., Detroit. 


Stemar Displays Add 


To Quarters and Staff 


Stemar Displays Company, Chi- 
cago, has taken larger quarters in 
the Pure Oil Bldg., and has added 
a motion display department and a 
visual display department. 

John De Witt Gray, formerly of 
Posad, Inc., has joined the Stemar 
staff in charge of motion display 
sales. G. Wolkenhauer, inventor of 
the visual display, is now in charge 
of sales research and production in 
that department. Henry Einzig has 
joined the art and creative staff. 


Hughes With Fink 


John H. Hughes, formerly with 
Mavis Bottling Company, Detroit and 
Philadelphia, has joined Fink Brew- 
ing Company, Harrisburg, Pa., as 
sales and advertising manager. 


SALES in all branches are 
HIGHER than year ago 
in LOUISVILLE! 


The Conrier-Zonrna 


| 
| --and this market is | 
most effectively reached and sold thru | 


THE LOUISVILLE TIME S. 


BRANHAM 


Major Market Newspapers Inc.—Audit Bureau (of Girculations 
REPRESENTED NATIONALLY_ BY THE 


COMPANY 


STATE SLAPS 
AND PRAISES 
ADVERTISING 


New York Dairies Wonder 
What It’s All About 


New York, April 19.—Advertising 
men who are following the develop- 
ments on the New York state milk 
situation puzzled this week over 
the favorable attitude of legislators 
toward a proposed $1,000,000 adver- 
tising campaign on milk and milk 
products, whereas action has just 
been taken allegedly penalizing milk 
dealers who advertise. 

As a result of Governor Lehman’s 
signing the Pitcher bill continuing 
regulatory and price fixing powers 
of the milk control board and making 
the board a division of the state de. 
partment of agriculture and markets, 
an example of Tugwellian antago- 
nism toward advertising carried 
down to state politics has appeared 
on the scene. 

One of the first actions taken under 
the authority of the Pitcher bill 
has been establishment of minimum 
prices on fluid milk which permits 
the non-advertised to undersell the 
advertised brands. 

No change in consumer prices will 
result from restoration of a scale of 
prices from dealers to stores and 
restaurants which an emergency 
milk board rescinded late in January. 


Huge Advertising? 

The dealer-to-store scale provides a 
minimum of nine cents a quart on 
unadvertised brands of milk. On 
advertised brands, the lowest price 
permitted is ten cents a quart. 

Present retail prices remaining the 
same, storekeepers will profit one cent 
on both advertised and unadvertised 
brands. No change has been ordered 
in prices to the farmer. 

A little pencil work, keeping to an 
extremely conservative corner, indi- 
cates that if the public continues to 
buy advertised milk despite front, 
flank and rear attacks of legally 
recognized underselling by non-adver- 
tisers, the one cent a quart collected 
in the name of advertising would 
mount to huge proportions, far be- 
yond the largest advertising budgets 
ever conceived by the dealers. 

Even if it is assumed that in metro- 
politan New York only 1,000,000 
quarts are distributed daily by the 
two leading dealers, the extra cent 
over non-advertisers’ minimum prices 
would equal $10,000 daily, or $3,650,- 
000 a year. What they actually spend 
for advertising of all their products, 
of which fluid milk is only one, is a 
small part of this conservative yearly 
figure. 

While taking a slap at the adver- 
tising milk dealer on one hand, state 
officials consider seriously making 
use of advertising in a politically ad- 
ministered milk campaign, with 4 
$1,000,000 fund to be raised by an 
excise tax of two cents on each 100 
pounds of milk used in fluid or by- 
product form. 

A publicity bureau to handle the 
campaign would be established in 
the state department of agriculture 
and markets, under which the adver 
tiser-nonadvertiser differential 02 
dealer-to-store prices has been estab- 
lished. The campaign would run trom 
May 1, 1934, to April 1, 1935. 


“Globe’ ’ Suspends 


New London, Conn., Globe, mori: 
ing daily, has suspended publication 
pending outcome of a temporary ™ 
ceivership. Todd Barton, who took 
over publication of the paper /a*! 
summer and changed it from even!ns 
to morning publication, has bee? 4! 
pointed temporary receiver. 


Market New Mayonnaise 


Blue Plate Mayonnaise Compt): 
New Orleans, a subsidiary of Wesse" 
Oil and Snowdrift Sales Compr 
has put out “Blue Plate” mayonna!s\: 
the blue and white carton of whic 
says “Made by the Wesson Oil pe? 
ple.” 
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PIERCE-ARROW 
STARTS DRIVE 
ON NEW MODEL 


invades New Field with Eight 
Selling for $2,195 


Buffalo, N. Y., April 19.—Pierce- 
Arrow Motor Car Company, joining 
in the parade of the old aristocrats 
who are invading a lower-priced field, 
will employ a strong list of news- 
papers April 22 to announce a new 
lower-priced eight, at $2,195, designed 
by “the very men who make cars 
that sell at twice the price.” 

During the preparation of the cam- 
paign, according to W. M. Baldwin, 
director of advertising and sales de- 
velopment, a survey was conducted 
among typical consumers to deter- 
mine the best type of copy to use. 
With unwavering consistency, the 
first question asked was: “Will it be 
a real Pierce-Arrow?” Accordingly, 
Mr. Baldwin stated that the first 
thing to do was to settle this ques- 
tion in the minds of the public. So 
copy will bear the headline, “An- 
nouncing a real Pierce-Arrow at an 
unbelievably low price .. . $2,195.” 

Five entirely different types of ad- 
vertisements were prepared, Mr. 
Baldwin said, and samples were sub- 
mitted to individuals in four or five 
different cities, among whom were 
automobile editors, automotive ad- 
vertising solicitors, salesmen and a 
great number of prospective custom- 
ers. The ensuing campaign would 
represent the composite judgment of 
all these people, he said. 


“A Real Pierce-Arrow” 


The first advertisement will show 
a picture of the car parked in front 
of a stately mansion, the center of 
the admiring eyes of the new owners. 

Copy will state, “Pierce-Arrow now 
presents the newest of all cars ...a 
real Pierce-Arrow eight, at a price 
that is hard to believe. 

“Built as Pierce-Arrows are always 
built ...in the same factory... 
with the same methods... by the 
very men who make cars that sell 
at twice the price. From reinforced 
boxgirder frame to distinctive fender- 
lights, it is unmistakably a Pierce- 
Arrow ... unmistakably a great au- 
tomobile.”’ 

High spots to be emphasized in the 
lengthy copy will be: 

“More Hours—No other car at any- 
where near its price represents so 
many hours of handcraftsmanship, so 
many tests and inspections, such 
strict fidelity to detail. 

“Full Powered—The designers of 
this new 185 h.p. eight are the same 
men who created the 12-cylinder 
Pierce-Arrow engine... holder of 
14 world records. 

“Ready to Hum—The new eight 
can be driven 70 from the start. 


Tell of Management 


“Custom Body—The body is made 
by Pierce-Arrow’s trained custom 
builders, 

“Complete Riding Ease—The body 
iS mounted on cork cushions. 

“Full Power Brakes—Regardless of 
Speed, this car stops with the touch 
of the toe.” 

In its effort to build company dis- 
tinction and justify the ability to pro- 
duce a quality product, in the lower 
Price range, Pierce-Arrow will also 
Include in its copy a few facts per- 
taining to the organization. 

“The company is completely inde- 
Pendent,” the advertising says. “It 
‘S managed by Pierce-Arrow men 
right at the plant. The millions re- 
“elitiy spent in factory improvement 


have made for greater efficiency. 

Ove ead, financial and otherwise, 

has heen reduced to a minimum. Dis- 

'ribition costs and margins of fac- 

me profit, have been greatly cur- 
leqd.”’ 


Fairfax’s New Address 


“ W. Fairfax Advertising Agency, 
“ibe New York, has moved to 19 
as 47th St. The telephone is 
Plaza 35-1966. 


_ Coat Maker Appoints 
| 


Layman, Berkwits & Scott, Ince., 
maker of men’s overcoats, has named 
Hirshon-Garfield & deGarmo, Inc., 
New York, as advertising and mer- 
chandising counsel. Magazines and 
trade papers will be used in featur- 
ing a new line of fall coats. 


Liggett Joins Network 

Carr Liggett, Inc., Cleveland, has 
joined the Allied Service Agencies as 
27th member of the advertising and 
merchandising network. 


Finley Named Manager 


A. P. Finley has been appointed 
division manager of Federated Sales 
Service, Boston, for the state of Ohio, 
with offices at 1924 W. 58th St., Cleve- 
land. 


Three Switched 
By ‘‘Maclean’s”’ 


Toronto, Ont., April 19.—G. R. Don- 
aldson, who has been manager of the 
New York office of Maclean Publish- 
ing Company, Ltd., for the past eight 
years, is returning to Toronto as 
advertising manager of Maclean's 
Magazine, G. H. Tyndall, business 
manager, has announced. 

Mr. Donaldson, who formerly 
served Maclean's in Toronto, is a di- 
rector of the Magazine Club of New 
York, and a member of the Adver- 
tising Club of New York and the 
Sales Executives Club. 

Succeeding Mr. Donaldson as man- 
ager of the New York office of the 


publishing company will be E. B. 
Harshaw, who has been in charge of 
Maclean's Magazine in the Montreal 
office. 

Mr. Harshaw’'s post will in turn be 
taken by O. M. Gilmaster, who has 
been in charge of the Montreal rep- 
resentation of Canadian Homes € 
Gardens and Mayfair, published by 
the same company, for several years. 


Burhard Transferred 


C. F. Burhard, for fifteen years an 
executive in the New York office of 
Bauer & Black, has been made man- 
ager of the Thermat heat pad sales 
division, Chicago. He will be suc- 
ceeded at New York by Edward H. 
Brown, who for five years has been 
a member of the market research 
department, Chicago. 


Dempewolff’s New Work 
A. S. Dempewolff has been ap- 
pointed advertising promotion man- 
ager of News-Week, New York. He 
formerly was employed in this capac- 
ity with magazines published by 
Doubleday, Doran & Co., A Schrae- 
der’s Sons, Inc., Bradstreet’s Weekly, 
and recently was business manager 
of the Econostat. 


Start Five-Year 
Canada Tea Campaign 


The Ceylon Tea Bureau has em- 
barked on a five-year promotion pro- 
gram in Canada in 62 newspapers, 
seven magazines and three farm 
papers. 

Consumption of tea in Canada has 
remained stationary for ten years. 


e 


A startling discovery to 


LACOVETS 


A FIVE-MILLION.- 
READER MARKET 


many advertisers who 


search the National Geographic is the size of its 
circulation. In the million group! More than all 
the class magazines combined. A great market by 
itself! . . . A little deeper investigation, however, 
reveals still more important things. For this mil- 


lion copies is read by more than five million 


AN cddvertisere EXPLORES 
THE NATIONAL GEOGRAPHIC 


persons. Father reads it—mother reads it—son 


and daughter and guest and servant and even 
the smallest child in school. For the National 
Geographic brings the world and _ its people to 


every type of mind. 


Consider the significance to advertisers of these 


facts: 


(1) The National Geographic Magazine 


goes regularly to intelligently curious families 


in every American city of over 100 homes; 


(2) it is usually read by every member of the 


family; 


(3) its active life on the library table 


averages 136 days .. . Explore deeper. We'll 


gladly supply any facts. 


NATIONAL GEOGRAPHIC MAGAZINE © Washington, D. C. 
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April 21, 1934 


March Lineage 


In Farm Papers 
Up 64 Per Cent 


Chicago, April 19.—The tremend- 
ous increase in farm paper lineage 
February of this year, 
with the month last 
continued in March, the monthly 
figures released this week by Na- 
tional Advertising Records indicate. 

The 45 papers measured carried 
$62,802 lines of advertising, exclusive 
of baby chicks, livestock, 
fied. compared with 453,830 lines in 
March, 1933. This is an increase of 
408,972 lines, or more 
cent over the 1933 figures. 

It should be pointed out, 
that this comparison is more opti- 
mistic than the facts warrant, 
a number of the bi-weeklies 
weeklies measured had five 1934 edi- 
tions and only four in 
month last year. 

Advertising lineage in the month- 
lies and semi-monthlies alone, which 
naturally had the same number of 
issues both years, totaled 350,446 
lines in 1934, compared with 213,875 
lines in March, 1933. This is a gain 
of 136,571 lines, or slightly less than 
64 per cent, based on 1933 lineage, 
and compares most favorably with 
the 55 per cent increase for the en- 
tire list reported last month. 

The comparative figures given in 
the report are as follows: 

1924 


registered in 
compared 
year, 


same 


however, 


1933 
Monthlies: 

Country Gentleman..... 
Progressive Farmer and 
Southern Ruralist: 
Carolinas-Virginia Edi- 


24,969 20,946 


‘St. Paul Milk 


and classi- | 


than 90 per| 


| 


| well as children. 


Copy to Break 
In Newspapers 


St. Paul, Minn., April 19.—Nine 
local dairies will begin a campaign 
in the St. Paul Pioneer Press and | 


Dispatch in the immediate future, 
using the same which has been 
running in the Sunday Gazette. St. 
Joseph, Mo. The campaign was pre- 
pared by Edward H. Harris, of Heath- 
Seehof, Inc., Chicago agency. 

The copy was built 


copy 


milk dairies and to em- 
purity of milk and its 
drink to adults as} 


One of the series | 


formed by 
phasize the 


value as a food 


‘of eight 900-line advertisements tells | 


since | 

and | 
‘angle whose potency 
the same | 


tion evcsnns. £0,080 0.086: 
Georgia-Alabama Edi- 
tion... 17,373 9,406 | 
Mississippi Valley Edi- | 
tion . oeeeee 16,503 &,403 
Kentucky Tenne ssee | 
edition 16,476 S563 | 
Texas Edition. 14,907 7,127 
All Editions «oe 12,862 56,992 
Average Five Editions 17,159 8,697 
Capper’s Farmer 18,883 12,727 
Successful Farmine.. . 17,065 15,334 
Southern Planter..... - 12,820 4,493 
Southern Agriculturist 11,998 6.675 
Country Home...... : 11,195 10,342 
California Citrograph 10,419 12,258 
Farm Journal... cveue OGS G,EOS) 
Western Farm Life . 6,700 4,641 
Wyoming Stockman- . 
Farmer - 4,583 2,290 
Breeder's Gazette ; 2,987 5,152 


Farmet 
Semi-Monthlies: 

Farm & 

Oklahoma 


Sureau 


Ranch.. oe 26,997 7,38 
Farme. 


Stockman . 15,962 8,373 
Montana Farmer » 11,752 104 | 
Missouri Ruralist »» 10,517 3,881 
Utah Farme irntieaes oepeee 4,232 
Kansas Farmer (Mail & 

Breeze) : ve 2OSTES 1,261 
Hoard’s Dairymat 9,590 8,394 
Arizona Produce. 9,352 1,418 
Missouri Farme » ‘6,287 1910 
Arkansas Farmer... 3,500 2,121 


Bi-Weeklies*: 
Wallaces’ Farmer and 

lowa Homestead 9,657 10,469 
New England Homestead 27,973 13,940 
California Cultivator.... $490 11,445 
Pennsylvania Farmer... 24,330 10,916 
Nebraska Farmer.. .. 22,585 8,575 

Zone Advertising S 
Farmer and Farm, 

and Home 


Stock 


Minnesota Edition.... 20,752 8,488 

Dakotas-Montana Edi- 

tion : - ~. 17,105 5,731 

Local Edition 3 S905 | 
American Agriculturist 20,562 8,469] 


Local Zone 
Prairie Farmer 


Lilinois 


Kdition . 20,551 6,297 
Indiana Edition »- 16,288 56,644 
Ohio Farme: fate 18,708 5,639 


Wisconsin Agriculturist 
and Farmet 1 

Michigan Farme: l 

Dakota Farme: je f 

Indiana Farmer's Guide. 13,919 4,129 

Oregon Farmet 1: 

Idaho Farmes l 


Weeklies: 


Advertising 8,549 7,102 | 


'Pacitice Rural Press 36,102 18,833 
‘Rural New-Yorker.. - 20,091 14,322 
Weekly Kansas City Star: 

Kansas Editions »» 15,820 15,961 

Missouri Kdition : 15,3871 15,924 | 

Arkiansas-Oklahoma 

Kdition . 15,002 15,917 

Mapper Weekly 13,576 7,300 
Semi-Weekly Farm News 

Tuesday Edition 7,488 5,365] 

Friday Edition ¥ 5,741 Zz, 
‘Dairymen’s League News 6,191 2 


*All bi-weeklies had two March is 
Sues in 1933 and three in 1934, except 
“Oregon Farmer” and “Idaho Farmer,” 
Which had two issues each year 

Had four March issues in 1933, and 
tive in 1934. 

Had five 
four in 1934 

Had tive 

‘Hlad four 


March issues in 1933, and 


issues in both months. 
issues in both months 


of “Beauty in a Bottle,” cleverly ap- | 
pealing to feminine readers from an 
has often been 
demonstrated. 

Dairies participating in the cur- 
rent campaign, which is expected to 


to remind the | 
public of the great public service per- | 


“HAPPY TOILERS ADDRESSED BY BANK 


To Free & Sleininger 


Hugh M. Feeley, for ten years with 


MORE ARE WORKING AGAIN) | 


Capper Publications’ sales staff in 
| New York and Chicago, and for two 


| years representative of WIBW, To- 


ital: * . wen peka, Kans., has been appointed ac- 
‘ ri count executive of Free & Sleininger 
: | in the Chicago office. 
E ° 
: _ Mower Maker Appoints 


-and saving at the é Townsend Lawn Mower Company, 


. } | Bloomfield, N. J., has placed its ad- 
BOWER ) | vertising account with W. I. Tracy, 
i2 Inc., New York. Newspapers and 

SAVINGS BAN KK" magazines will be used. 


New Petry Appointments 


An indirect invitation to the newly employed to open a savings 
account is contained in a new series of outdoor posters now appear- 
ing in New York for Bower 


Stations KFI and KECA, Los An- 
geles; WIOD, Miami Beach, and 
WFBR, Baltimore, have appointed 
Edward Petry & Co. as national ad- 
vertising representatives. 


Savings Bank. 


The principal trades 
will be shown. 


~~ 


run in a number 


St. Paul 
Paul Dairy, 
Midway Creamery, 
Company, 

wood Dairy 


Consumers 
and City 


of other 


cities, in- 
clude the Minneapolis Milk Company, 
Milk Company, 
Sanitary Farm Dairies, 
Independent Milk 
Milk, 
Dairy. 


South 


Features Gasoline Power 

Cramer-Krasselt Company, Milwau- 
kee, is handling a campaign for the 
Waukesha Motor Company’s three 
new products, gasoline motor-pow 


‘toa KF I-KEC/ A 


St Edward Petry & Co. have been 
named exclusive representatives for 
Stations KFI and hewnag as Ap ered refrigerator, milk cooler and ice 
geles, operated by Earle C. Anthony,| machine, designed for use on farms 
Inc. without electrical power. 


Edge- 


A NEW COMBINATION OF 


adverising Brain S 


ISTED in the current register are some 
1300 advertising agencies, of which 


over 300 are located in New York. 


for hire! 


we have to offer—and that among those 
recognizers will exist an ample market for 


our services. 


Obviously there are already many large, 


medium-sized and small organizations 
ready, willing, and in fact, anxious to 
secure accounts and serve them well. 
Some are very successful; 


been struggling for years. 


Why, then, should a new corporation be 
organized, place a decidedly substantial 
fund in its bank, and have 
pectations for success? Since every man 
and woman in, 
organization knows the advertising agency 
field thoroughly, their belief can’t be based 


or associated with this 


The heading of this, our first advertise- 
ment for ourselves, emphasizes the word 
that names the most important feature in 
i ne ee our offering. It is also our contention that 
that six-letter word describes what is (or 
should be) in the final analysis, by far the 
most important fundamental in the whole 
business of advertising. It is the governing 
the highest ex- factor in the degree of real value of an 
agency for its client! And because this is 
so, and since it is primarily brainpower 
that we have to sell, we are exceptionally 


well equipped for success. 


upon the kind of optimism that is born of 


. . vy . . . 
inexperience. Nor is it ego—)just ego 


doesn’t get many people very far. 


It has been said that it takes brains to 
quickly recognize brains, 
recognition isn’t just a matter of good eye- 
sight! We think there are more than 
enough brains on the advertisers’ side of 


the picture to assure recognition of what 


We have too, the other essential require- 
ments. Every man and woman in this 
organization is thoroughly experienced 
and excels in his or her part of the job. 
because such Included in this compact group are 
masters of the technique of layout, head- 
line writers extraordinary, copywriters of 
the calibre that is usually referred to as 


being “‘as scarce as hen’s teeth,” a brilliant 


eee 
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Mawel den. 


Re ee 


Strip ‘“‘People”’ 
In Advertising 


New York, April 19.—King Fea- 
es Syndicate, Inc., opposes use of 

funny strip characters in tie-up 
ivertising, an executive stated this 
ek in commenting on the adapta- 
» of the final picture in a recent 


peye strip of E. C. Segar by a 

xas bakery. 

Queried on the possibility of 
King’s adopting a policy whereby 


ivertisers might employ strip char- 
it was said at the syndicate’s 
fices here that tie-ups of this kind 
have been frowned on because of the 
tendency of the character's popular- 
to wane once they become identi- 
fed with commercial advertising. 


ters, 


Occasionally newspapers and ad- 
yertisers “steal a march” and effect 

tie-up, despite efforts to keep the 
strips under strict control, he said. 


dish. The scene was reprinted at the 
bottom of the comic strip page, with 
balloons whitened out and replaced 
with advertising comments concluded 
by Popeye’s statement: 

“I've et so much Jones Fine 
I can’t eat me spinach!” 


sread 


Sign Hearing Scheduled 
Public hearings on a proposed code 
of fair competition for the commer- 


cial sign industry are scheduled for | 
Carlton | 


Tuesday, April 24, at the 
Hotel, Washington. The proposed 
code is sponsored by the Associated 
Sign Contractors of North America, 
claiming to represent 52 per cent of 
the industry’s volume of bustness. 


M. J. De Viney Dies 


Matthew J. De Viney, formerly ad- 
vertising manager of the Boston 
Herald, died April 11 at the Evans 
Memorial Hospital, Boston. He was 
at one time New England advertis- 
ing manager for Hearst publications. 


radio director, production people with a 
really sound technical knowledge, space 
buyers who do know the respective value 
of media. And the personal character of 
these people is not least among what we 
consider to be the essential requirements 


for dependable agency service. 


Perhaps it is not a large organization by 
some comparisons—but in plain language 


it és a darned good one, by any comparison. 


We seek an interview with— 


the type of advertiser whose policy in 
selecting an advertising agency permits ac- 
tual merit for that advertiser's own pur- 
poses to be the paramount deciding factor. 
In other words, men who are living in the 
present and for the future—not for the 
past, which is gone— men with just enough 
of the “show me’ attitude to ask us why 
we think they should appoint us. Men who 
appreciate the importance of employing 
the agency which is best for their business! 
To advertisers who are justly tired of 
listening to routine agency solicitations 


and of viewing a procession of bulky 


audience. 


AMM. 


MADE MATERIALS 
SEEN AT EXHIBIT 


Growing Importance of ‘‘Sub- 
Stitutes’’ Is Shown 


New York, April 18.—‘Between the 


| 


| effort were not available. 


lines” at the exhibition of fashions | 


and interior decorations developed 
in man-made materials which entered 
its final half this week in the RCA 
Building under the auspices of The 
Fashion Group, comprised of 450 
women holding creative and execu- 
tive positions in the fashion field, a 
story of rapid growth is told. 

The “man-made materials” 


want to listen further or not. 


AMALGAMATED 
ADVERTISING 


dilst FLOOR - 


CHRYSLER BUILDING ° 


Ag ency 


INCORPORATED 


NEW YORK °« 


include | 
such products as rayon fabrics and) sored by 


tion, reveals that the first consumer 
promotion was done about 1927. Since 
that time, despite business slump, 


production of the textile fabrics has 
increased month by month with the 
exception of three months. Yearly 
increases have been measured in mil- 


lions of pounds while other textile 
fabrics were showing losses. 
The probability is that in the 


“man-man” fabric industry there will 
be an increasing amount of national 
advertising, executives of the 
point out, although estimates as to 
the probable amount of promotional 
One of the 
reasons for this expectation, they 
say, is the fact that the man-made 
fabrics have developed from a substi- 
tute for other cloths to a fabric group 
possessing all the virtues necessary 
to style leadership, the current 
exhibition illustrates. 


as 


Many Exhibitors 


Merchandise and settings are spon- 
25 exhibitors, most of whom 


presentations, we ask for ten minutes in 
which to interest them, or end the inter- 
view with thanks. We'don’t think anyone 
will believe the time wasted in any case. 
No, we do not consider that we can serve 
every advertiser better than other good 
agencies can, and we aren’t attempting to 
interfere with harmonious and successful 
arrangements. But there are enough ad- 
vertisers whom we could serve with con- 
siderably more profit to them, to warrant 


our publishing this request for a brief 


After all, ten minutes’ time isn’t much to 
gamble on a matter that may have an 
important influence on net profits—but it 


is sufficient for you to decide whether you 


If our headline found any response in your 
mind —if it began a train of significant 
thought — may we suggest that you follow 
that thought through to the simple step 
of having us tell you more about what this 
new agency has to offer you. It is a fact 
that in inviting this, not even an in- 


ference of further obligation is involved. 


VANDERBILT 35-1362 


show | 
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C. bd In the Texas tie-up, Popeye in the mixtures, and plastics. A search for| advertise nationally. Included are 
, rown on omic | final scene was almost hidden behind GROWTH OF MAN- the earliest advertising of these prod-| DuPont Rayon Company, The Vis- 
a huge bow! of spinach, his favorite ucts, made in preparing the exhibi-|cose Company, Tennessee-Eastman 


Corporation, Bakelite 
American Bemberg 
Bourjois, Inc., 


Corporation, 


Corporation, 
Corporation, 
American Glanzstoff 
American Enka 
ration, Revolite Corporation, 
mica Insulation Company, 
doa Corporation, H. R. 
Co.; 

Susquehanna Silk Mills, 
Cellophane Company, Trifari Kruss- 
man & Fishel, Inc., Cohn Rosen- 
berger, D. Lisner & Co., Royal Jew- 
elry Mfg. Company, Procter & Gam- 
ble, Fabrikoid Division of E. I. du 
Pont de Nemours & Co., and Wilson 
& Bradbury. 

The show will continue throughout 
the month, remaining open Thursday 
evenings on request of many depart- 
ment stores, advertising agencies and 
other commercial houses. 

Along the curving aisles are set- 
tings, smartly modernistic, present- 
ing collections of clothes in which 
new fashion trends are observed. 
Backgrounds are developed § from 
man-made fabrics. In plastics are 
jewelry, home bars, cocktail sets, 
clocks and other items. 


Corpo- 

For- 
Skenan- 
Mallinson & 


DuPont 


Helped Soap Makers 


Several of the leading local stores 
are calling attention to the exhibi- 
tion with window displays and other 
tie-ups. 

The presence of the Procter & Gam- 
ble booth calls attention to the influ- 
ence of the fabric world on soap ad- 
vertising. It has been only in the 
past few years that this firm and a 
number of others found a new appeal 
in product use for most delicate fab- 
rics as well as most delicate skins. 

Fabrics exhibited are identified 
with brand names, just as they are 
advertised. This fact, it is pointed 
out, is evidence of progress in the 
marketing of man-made fabrics. Back 
in 1927 and for some time afterward, 
advertising was devoted primarily to 
selling the generic term of the item, 
rather than a specific brand. 


Maker a Men’s 
Hats to Enlist 
Help of Women 


New York, April 19.—In a con- 
sumer campaign on men’s hats to 
start in July, The Frank H. Lee Com- 
pany will appeal to women, whose 
hat-consciousness and style enthusi- 
asm have burst open many a man’s 
pocketbook, to wield their strong in- 
fluence in the direction of dressing 
up the masculine head. 

The campaign will introduce a 
“rollable and foldable’ man’s hat 
made by a process “so different that 
it is comparable to such improve- 
ments as the low pressure tire, and 
shockless riding in the automotive 
field.” The line will be advertised as 
“Le Water-Bloc hats.” 

Promotion in the trade press starts 
this month, according to Alfred Kee- 
shan, Lee’s general sales manager. 
The new hat will also be promoted 
by direct mail to dealers. 

Starting in July, the water-bloc 
process will be advertised nationally 
through Collier’s and Time. 

“Our appeal will be directed not 
only to the men but to the women as 
well by appealing to vanity,” Mr. 
Keeshan stated. “We feel that the 
women have a strong influence in 
what the men do, and therefore, we 
are going to ask them to work for us 
in making 1934 the biggest hat year 
in history.” 


Liquor Collections Soar 


Liquor and beer taxes for the year 
ending June 30 have been calculated 
by U. S. Treasury officials at about 
$240,000,000, a sum considerably 
above previous estimates. Febru- 
ary collections of $23,039,400 were 
$22,456,800 above the same _ period 
last year. 


Yachting Paper Starts 

Inland Yachtsman, a new monthly 
devoted to yachting on the Great 
Lakes, Mississippi River and inland 


lakes, appeared with the February 
issue. It is published by Sirois Pub- 


lications, 
cago. 


400 W. Madison St., Chi- 
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SPARK PLUG IS 
GLORIFIED IN 
‘CHANGE WEEK’ 


——__ —_— 


Champion Tells How Cham- 
pions Are Made 


Toledo, O., April 19.—Building in- 
terest among consumers and dealers 
for the annual National Change 
Week, May 7 to 14, Champion Spark 
Plug Company, through MacManus, 
Inc., Detroit, is vigorously telling, 
through a comprehensive list of mag- 
azines, newspapers and trade publi- 
cations, the story of “How to get 
power, speed, acceleration, depend- 
ability and economy.” 

Digressing from the former policy 
of employing lengthy copy, current 
advertising is designed to arrest the 
attention of the casual reader. Ina 
typical advertisement, two bull’s-eyes 
superimposed upon an appropriate 
scene, bear the message, “How to Get 
More Power’’—“Use the Spark Plugs 
Champions Use.” Other advertise- 
ments will feature different phases of 
performance, such as “How to Get 
More Speed,” and “How to Get More 
Acceleration.” 

Scenes upon which the bull’s-eyes 
are placed are chosen to conform 
with the editorial content of the pub- 
lication. Farm publications show 
scenes of planting, cultivating and 
harvesting, conforming with the sea- 
son. Boating activities are shown in 
yachting publications and commer- 
cial scenes in trade publications. 

The campaign has been designed to 
reach its greatest momentum May 7, 
the opening day of National Change 
Week, which has been one of the 
high spots of Champion advertising 
for ten years. 


Many Publications Used 


Collier’s and the Saturday Evening 
Post head the schedule with 18 in- 
sertions in two colors. American 
Weekly is also on the list. The farm 
field will be reached through Capper’s 
Farmer, Country Gentleman, Country 
Home, Farm and Ranch, Pacific 
Rural Press, Progressive Farmer, 
Southern Planter and Successful 
Farming. 

An extensive newspaper program 
is divided into two schedules. The 
long schedule consists of 26 inser- 
tions in 62 papers covering 54 major 
markets. The short one calls for 210 
lines in 100 distributor points not 
reached by other dailies on the 
schedule. 

Yachting papers to be used include 
Boating Business, Motor Boating, Pa- 
cific Motor Boating, Power Boating 
and Yachting. Many business papers 
are on the list for the well-rounded 
campaign, the list including Automo- 
bile Trade Journal, Automotive Mer- 
chandising, Bus Transportation, Com- 
mercial Car Journal, Fleet Owner, 
Gas Retailer, Motor, National Petro- 
leum News and Super Service Sta- 
tion. 

According to the MacManus agency, 
the “How to Get” theme was adopted 
to reach the vast majority who are 
interested in knowing who cham- 
pions are, what they have accom- 
plished and what they used in their 
struggle for achievement. 


M. J. Hutchinson Dies 


Melvin J. Hutchinson, Hugh C. 
MacLean Publications, Ltd., Toronto, 
died there April 12. Before joining 
Hugh C. MacLean 12 years ago, Mr. 
Hutchinson had been with Dry Goods 
Review, a publication of MacLean 
Publishing Company, and also with 
Acton Publishing Company, Regina 
Daily Leader, and Edmonton Bulle- 
tin. 


Weston Manages WCAE 


Succeeding Jesse L. Kaufman, who 
goes to the radio division, Hearst 
Enterprises, New York, Frederick A. 
Weston, formerly advertising direc- 
tor of the Pittsburgh Sun-Telegraph, 
has been named general manager of 


Adcraft Club 
Directors Appointed 


New directors of the Adcraft Club, | 


Detroit, elected at a luncheon meet- 
ing at Hotel Statler April 12, are 
Homer D. Clemons, Detroit manager, 
Outdoor Advertising, Inc.; 

Cliff Knoble, president, Cliff Knoble 
Business Promotion Corporation; J. 
Frank Miller, vice-president and gen- 
eral manager, Chope-Stevens Paper 
Company, and Edward R. Grace, 
president, Grace & Holiday. 


Coffee Makers Merge 


Jones-Thierbach Company, San 
Francisco, has purchased Tillman & 
Bendel, Inc., whose brands will be 
kept intact. The sales force and per- 
sonnel of the two coffee packers will 
be merged. 


Vivaudou Acts 
To Wipe Out 


Powder Line 


New York, April 19.—-Abolition of 
the “power line” is the objective of a 
newspaper campaign to be launched 
Sunday by V. Vivaudou, Inc., in be- 
half of Mavis Talcum Powder. While 
the advertising will recommend 
Mavis Face Powder for throat and 
face, it will assert that Mavis Tal- 
cum should be liberally used on the 
entire body. 

This argument has a _ scientific 
basis, according to the company. Ap- 
plication of Mavis Talcum to body 


| skin temperatures. In addition, the 


|virtues of Mavis Talcum as a de- 
odorant and a corrective of skin irri- 
tation will be stressed. 

The slogan for the campaign will 
be: “There is no powder line—use 
Mavis Talcum from the shoulders 
down, and Mavis Face Powder for 
throat and face.” 

The campaign will break in Sun- 
|day newspapers in 36 population 
|centers and will continue through- 
/out the summer and into the fall. 


Marx Takes Partner 


Ed de Cossy, formerly an art di- 
rector of Hanff-Metzger, Inc., has 
joined forces with Harry Marx to 
form the art service firm of Marx- 
De Cossy, 25 West 45th St., New 
| York, 
| 


Sunday Papers After 
“Ledger” Circulation 


Philadelphia Daily News, a tabloid, 
will publish a five-cent Sunday edi 
tion starting April 22. J. H. Keen 
managing editor, will be in charge. 

This move is a result of the sus 
pension of the Sunday Public Ledge) 
which has merged with the Philade) 
phia Inquirer. The Record also is 
building up its Sunday edition with 
a number of new comics and othe: 
features. 


Agency Increases Pay 


A blanket ten per cent increase in 
salaries of all employes has been 
made by Hirshon-Garfield and De 
yarmo, Inc., New York agency, retro- 
active to April 1. 
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Tire “Samples” 
Sent by Mail 
Stir Interest 


Denver, Col., April 19.—Adapting 
to automobile tires the “test” sugges- 
tion which has become popular with 
manufacturers of cigarettes, house- 
hold necessities and other nationally 
advertised products, the Gates Rubber 
Company is inviting car owners to 
see if they can break a small strip 
of black rubber which is glued to 
Gates’ direct mail literature. 

The strip of rubber, four and one- 
half inches long and about one-eighth 
inch square, is glued horizontally on 
the mailing piece underneath the lo- 


cal dealer’s imprint on the first page. 
Under the strip appears the follow- 
ing copy: 

“Do you have a strong pair of 
hands? When you try breaking this 
little strip of black rubber, you are 
going to get a real surprise. Just 
pull it off the paper and try. To be 
fair, we will tell you in advance— 
mighty few people ever have been 
able to break it, but maybe you can. 

“This little strip of black rubber is 
an actual sample of the rubber used 
in the treads of Gates insured tires. 
It’s so tough—it’s so hard to cut or 
puncture—it wears so long—we are 
able to say to you: 

“If you injure a Gates tire in any 
way—cut it, bruise it, snag it, blow it 
out, no matter whose fault, bring the 
tire back to us and it will either be 
repaired free, or we will give you a 


brand new tire under the terms of 
Gates Free Tire Insurance.” 

The rest of the folder is devoted 
to a description of the insurance 
plan, illustrated with a facsimile of 
the insurance certificate and pic- 
tures of the tires, as well as several 
user testimonials. 


“Monitor” Office Moves 


Paris offices of the Christian Sci- 
ence Monitor have moved to 56 Fau- 
bourg St., Honoré. 


Guy Blanchard Dies 


Guy Blanchard, 64 years old, for- 
mer advertising manager of Miller 
Rubber Company and editor of sales 
publications for B. F. Goodrich Com- 
pany, died April 11 at his home in 
Akron. 


Personnel in New 


Set-Up at WOR 


The following changes have been 
made in the executive and adminis- 
trative staff of WOR, Newark: 

A. A. Cromier, former sales direc- 
tor of the station, becomes general 
manager; Theodore C. Streibert, for- 
mer assistant dean of the Harvard 
Business School, who joined WOR 
last fall, becomes assistant to the 
president; and Walter Neff, formerly 
assistant to Mr. Cormier, becomes 
sales manager. 


Kellett Opens Branch 


Kellett Autogiro Corporation, Phil- 
adelphia, has opened a New York 
office for the sale of sky advertising. 
Howard B. Driscoll is manager of the 


branch, which has offices in the Cha- 
nin Building. 


madame? 


Andrew Phelps 
To “‘National 
Provisioner” 


Chicago, April 18—Andrew H. 
Phelps, who has been connected with 
the United States Chamber of Com- 
merce and the Mc- ___ 

Graw-Hill Pub- 
lishing Company 
for the past seven- 
teen years, has 
been appointed 
eastern manager 
of The National 
Provisioner, Chi- 
cago, with head- 
quarters at 300 va 
Madison Ave, 
New York. Th = 
appointment was 

effective April 15. Andrew Phelps 

Mr. Phelps was successively field 
secretary, manager of the eastern 
district and field manager of the 
Chamber of Commerce. He joined 
the McGraw-Hill staff in 1927 as 
sales manager of the McGraw-Hill 
Catalog and Directory Company. He 
later served in public relations work 
and as western representative of all 
of the McGraw-Hill catalogs, with 
headquarters in Chicago. 

He has been active in business or- 
ganization work for a number of 
years, and was one of the organizers 
of the International Chamber of Com- 
merce, 


C a 
Is Transferred 


ILLY, ISN’T IT? Imagine trying to sell her perfume when 
she’s busy buying steak. The two don’t mix. And she’s not in the 
mood to listen. 


Very well, then. How can you get her to listen to your advertising? 


By talking personal charm when she is thinking of personal charm. 
By talking food when she is thinking food. By talking pleasure when 
she is looking for pleasure and recreation. 


Almost impossible in old-style magazines. That’s why McCall’s has 
been rebuilt according to the three moods of women, with its con- 
tents sorted so that what she reads will steer her toward instead of away 
from your advertising. 


Show her your perfume when she is thinking about beauty, cosmetics, 
clothes—in McCall’s Styte & Beauty. Show her your baking pow- 
der when she is mentally mixing muffins—in McCall’s HomEMAKING. 
Show her your ocean trip when she is day dreaming with the newest 
romance in front of her—in McCall’s Fiction « News. 


The principle is not new. Department stores display like with like 
and call it ensemble selling. It works. 


Does McCall’s; new make-up work? Yes, says a keyed advertiser 
reporting 85% better returns. Yes, says another with 75% more cou- 
pons. Yes, says a food advertiser reporting twice as many 9c coupons. 
\ few say no, but they are greatly outnumbered. 


Rates are not increased. These savings are yours—when you use the 


new McCall’s. McCall’s Magazine, 230 Park Avenue, New York City. 


~ MeCall’s STYLE & BEAUTY for 


BEAUTY AIDS - COSMETICS - PERFUMES 
HOSIERY - UNDERWEAR - CLOTHES 


~ MecCall’s HOMEMAKING for 


(roon - DRUGS - ELECTRICAL moc 
# 


eed NEEDS - HOUSEFURNISHINGS 


McCall's FICTION & NEWS tr) 
accel AUTOMOBILES - BOOKS - INSURANCE 
di oe igs 


“a 


TRAVEL - CIGARETTES - cently 


“McCALL’S AHEAD,” SAY USERS OF KEYED 
COPY. “Twice as good as its nearest rival,” says 
a full-page food advertiser. “Leads almost two 
to one in inquiries,” says another food adver- 
tiser. “85% better,” says a toilet goods manu- 
facturer. Other successes are being reported daily. 


LAST YEAR McCALL'’S PUBLISHED MORE 
on Style and Beauty subjects than any other 


woman's magazine—more columns of editorial 
and illustrations, more columns in four-color, 
more individual articles. 


M.CALL'S 


taous nome 


JOURNAL 


WOMAN'S HOME COMPANION 


GOOD HOUSEKEEPING 


PICTORIAL REVIEW 


OrinmeatoR 


McCALL’'S HAS MORE NEWSSTAND CIR- 
CULATION than any magazine in its field. In 
other words, given the whole field to pick from, 
women prefer to spend their money for McCall's. 


WE LIKE THE TRUE STORY SURVEY. 16,000 
magazine- selling druggists, asked to choose, 
named McCall's first among women’s magazines, 
second only to True Story, for the advertising of a 
popular-priced toilet article appealing to women. 


To N. Y. Office 


New York, April 19.—Chester 
Foust, long regarded as a fixture in 
the Chicago office of Erwin, Wasey 
& Co., has been transferred to New 
York. Whether he will continue his 
duties of liaison man, coordinating 
the activities of the six offices of Er- 
win, Wasey & Co. in this country, is 
not known. 

Erwin, Wasey & Co. is believed to 
be the only agency in the United 
States which adopted the liaison plan 
after it had proved so effective in 
the war. Many victories were lost 
in the early part of the war because 
troops of different units failed to 
maintain contact with each other 
during the advance, or because the 
plans of one command were not 
known to others. 

Mr. Foust, who served in the navy 
during the war, was a logical candi- 
date for liaison work in the peaceful 
pursuits of agency work. In this 
role, he made frequent contacts with 
all branches. 

He is best known as a copywriter, 
but is also highly regarded for his 
selling ability. Mr. Foust is vice- 
chairman of the Western Council of 
the Four A’s. 


lowa Newspapers 
Elect Officers 


W. C. Jarnagin, publisher, Storm 
Lake Pilot-Tribune, has been elected 
president of Iowa Newspapers, Inc., 
an organization of weekly and small 
daily papers. 

Other officers are M. L. Curtis, 
Knogrville Journal, vice-president; 
Don L. Berry, Indianola Record-Tri- 
bune, secretary-treasurer. Fred W. 
Hill, Hamburg Reporter, was added 
to the board of directors, the mem- 
bers of which are Ed. M. Smith, Win- 
terset Madisonian; H. L. Griffith, 
Elkader Register, and O. J. Benja- 
min, Nevada Journal. 

K. F. Baldridge recently resigned 
as president of the group because of 
his duties in connection with the 
graphic arts code and as vice-presi- 
dent of the National Editorial Asso- 
ciation. 


Newspaper Men Elect 


Kenneth L. Stacy, advertising man- 
ager of the San Jose News, has been 
elected president of the Advertising 
Managers Association of California, 
division of the California Newspaper 
Publishers Association. Walter H. 
Fink, Redding Courier-Free Press, 
was elected vice-president; George 
McQueen, Redwood City Tribune, is 
secretary-treasurer. 
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April 21, 1934 


vice-president of 
the R. J. Reynolds Tobacco Company, 
was elected to the presidency of the 
company at the annual meeting of 
the board of directors. S. Clay Wil 
liams, retiring president, was made 


Sponsors Show 
Of Advertising 


vice-chairman of the board, and all} 


other officers were re-elected. 


W oempner Promoted 
Emil C. Weempner has been made 
business manager of the Star Pub- 
lishing Company, Indianapolis. Mr. 
Woempner joined the staff of the Star 
in 1903, and for the past 12 years 
has been auditor. 


Plans Annual Dance 


New Haven, Conn., Advertising 
Club will hold its annual souvenir 
dinner dance April 28 at the Seven 
Gables Inn, Milford. 


| $t. Louis, Mo., April 18.—The 
third annual exhibit of St. Louis pro- 
duced advertising sponsored by the 
Advertising Club of St. Louis, was 
| opened yesterday at the luncheon 
meeting of the club at the Hotel 
Statler. Joseph Wells of D'Arcy Ad- 


lexhibit committee, delivered the 
principal address of the day, outlin 
ling the purposes of the annual dis- 
play. 


| by one to eight panels each, the en- 


McGRAW 


American Machinist 
Aviation 

Bus Transportation 
Business Week 


Chemical and Metallurgical 
Engineering 

Coal Age 

Construction Methods 

Electrical Merchandising 


| vertising 


vertising Company, chairman of the | 
| years of progress from 1929 to 1934. 


ADVERTISING AGE 
representing the work of ad- 
agencies, manufacturers, 
retailers, wholesalers, hotels, radio 
stations, photographers, ty pogra- 
phers, printing houses, engraving es- 
tablishments, and others. 

A unique display is that of the 
St. Louis postoffice, one panel show- 
ing a collection of various types of 
mailing pieces for which there are 
separate postage rates, all the exam- 
ples being material which has been 
used for advertising, promotional, or 
individual greeting purposes. 

A panel is devoted to the foreign 
air mail service, showing its five 


tries 


| 
In this display are envelopes ad-| 
dressed to W. Rufus Jackson, st. | 
Louis postmaster, with canceled | 


tries in the western hemisphere to| 


which there is complete air mail 
service from St. Louis. 


Papers Discontinue 


Christian Endeavor World and 
Junior Christian Endeavor World, 
Boston, will suspend publication with 
May issues. 


Hatch Joins Reliance 
William Dana Hatch, formerly 
head of the direct mail division of 
Utility Company, has joined the staff 
of the Reliance Graphic Corporation, 
New York, personalized direct mail. 


Appoints Greve Agency 

Advertising of the American Gas 
Machine Company, Albert Lea, Minn., 
will be placed by the Greve Adver- 


The 64 exhibitors are represented | Stamp from every one of the 29 coun- | tising Agency, Inc., St. Paul, Minn., 


effective June 1. 


re-shrunk circulation? 


Hina 


“What size shirt will s 


hrink to size 1477’. 


the customer used to ask. 


*““How many readers n 
1,000 prospects?”’, 
to ask. 


Now they both know 
better shirt-makers pr 


the advertiser 


1ust I buy to reach 
used 


better. Just as the 
e-shrunk their pro- 


duet, MeGraw-Hill pre-shrinks its cireula- 


tion. In facet, McGraw-Hill has been doing 


this for years. 


How? By seeking and 
tions only from perso 


accepting subserip- 
ns who are part of 


the industry or business which the publi- 


cation serves. Also by 


avoiding, as far as 


possible, subseriptions from persons who do not have positions of 
responsibility and buying influence. 


Ask any plant executive if it isn’t true that the MeGraw-Hill eir- 
culation man calls on only his key men, in selling subscriptions. 
Come up to our circulation office and see, for example, the number 
of proffered subscriptions to Business Week, which are politely 
turned down, because they don’t measure up to Business Week’s 
circulation standards. 


That’s the way McGraw-Hill pre-shrinks circulation in order to 
stretch your advertising dollar! 


Idealistie? No! Its just honest business paper publishing, which 
sells an essential editorial service to readers who can use it, and 
thereby offers a worth-while circulation to the advertiser who has 
a message for this particular group of readers. 


330 West 42nd Street, New York City 


Electrical West 

Electrical World 

Electronics 

Engineering and Mining 
Journal 


Maintenance 
Food Industrie 


Engineering News-Record 
Factory Management and 


Metal & Mineral Markets 


HILL PUBLISHING COMPANY, INCORPORATED 


Power 

Product Engineering 
Radio Retailing 

s Textile World 
Transit Journal 


DENTAL HEALTH 
PROVIDES NEW 
SUNKIST THEME 


New Campaign Based on 34 
Year Tests 


Los Angeles, Cal., April 19.—As 
forecast in the Sept. 30, 1933, issue 
of ADVERTISING AGE, the 1934 health 
campaign of California Fruit Grow- 
ers Exchange, which will get unde: 
way next month, will concentrate on 
the inter-relation of citrus fruits in 
the diet and dental health, W. B. 
Geissinger, advertising manager ot 
the Exchange, has announced. 

The appeals in the campaign will 
be based upon the findings made in 
u three and one-half year scientific 
study of 341 children at Mooseheart, 
Ill., where the Loyal Order of Moose 
maintains a children’s home. 

The study was made under the di- 
rection of Milton T. Hanke, Ph. D., 
while he was a member of th: 
Sprague Memorial Institute of the 
University of Chicago, and its find 
ings are contained in a book, “Diet 
and Dental Health,’ which has been 
published by the University of Chi- 
cago Press for the benefit of dentists 
physicians and nutritionists. 

Full-page and half-page black anid 
white advertisements in eleven na- 
tional magazines will tell the story 
of these tests, beginning with May 
issues, and will point the moral that 
daily consumption of citrus fruits 
will aid materially in keeping teeth 
and gums in shape. 


Results of Tests Told 


In the tests, tooth decay decreased 
57 per cent, gum troubles were re 
duced 83 per cent, and child growth 
was increased 75 per cent by tli 
addition of fresh orange and lemon 
juice to the diet of this group ot! 
boys and girls, the announcements 
declare. 

These results were obtained, it is 
said, when two eight-ounce glasses oi 
Sunkist orange juice with the juic: 
of half a lemon in each were added 
to the diet of the children. When 
the quantity of orange juice was de- 
creased to only three ounces a das 
tooth decay and gum troubles reap- 
peared, 

The new dental health appeal is 
expected to do at least as good a job 
of Sunkist selling as has been done 
by previous “acidosis” and “vitamin” 
advertising, according to Mr. Geis- 
singer. 

Launching of the new campaign 
oecurs approximately simultaneous!) 
with the disappearance from the mar- 
ket of citrus fruits from Florida and 
Texas, leaving California products in 
temporary possession of the market. 
During the season when competition 
trom other producers was at its 
height, Sunkist advertising was de 
voted, in great part, to pointing oul 
the superiorities of California prod: 
ucts. 

Lord & Thomas handles California 
Fruit Growers’ Exchange advertising. 


Talkie C ben 


Aid Sales Meets 


Sound Pictures, Inc., Cleveland, il 
collaboration with the LaSalle Ex 
tension University, Chicago, has pro 
duced a complete four-day sales trail 
ing course for the specialty appli 
ance sales department of the Genera! 
Electric Company. 

The four films are being 
throughout the entire GE dealer 0! 
ganization, and have been so suc 
cessful that two other divisions °! 
the company, the merchandising de- 
partment, Bridgeport, Conn., and the 
commercial refrigeration department, 
Cleveland, will release — similar 
courses. 


used 


Swanberg Gives Course 


Stanley G. Swanberg, manager 0! 


the San Francisco office of Botsford, 
Constantine & Gardner, advertisit 
agency, is conducting a course in ad- 
vertising strategy and campaigls ne 
the extension division of the Unive 
sity of California. 
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, ; Moth booklet containing some of the | Frazer, chairman of the committee, 
N GERMS J. A. Martz Joins Insects Starred songs and bits of repartee heard on states. 
Standard Oil Co. the program, as well as facts about First announcement on _ Ipana’s 


J. A. Martz, for several years man- 


aging editor of Class & Industrial 
| Marketing, and before that manager 
|}of the industrial advertising depart- 


|ment of Alemite Corporation, has 


joined the advertising department of 
|Standard Oil Company of Indiana, 
Chicago. 


Mr. Martz will have 
| Standard’s advertising 
New York, April 19.—The unremit- | trial and trade press. 


ting war on disease germs promises | aa . 
result in some advertising line age | Dealers On Air 
Ford dealers of Detroit are spon- 


the near future. The Low Chemi- 
Company, of this city, has already soring a new radio program featur- 
ing Charles Gehringer, star second | 


nehed a campaign in hotel papers 
half of the Telephone Sanitator,| baseman of the Detroit Tigers. The | 
‘ile some interesting developments|series will continue’ through the | 
taking place in the millinery|summer with appearances of famous | 
sports figures. 


trade. 
The copy of the Low Chemical | ————— =< == 
operators that 


charge of 
in the indus- 


On Enoz Program 


| 
April 19.—A pair of in- | 
sects, Wooley-the-Moth and his part- 
ner in crime, Emil, play the leading 
roles in the new radio program of | 
Enoz Chemical Company, maker of 
Fnoz moth spray, which is broadcast 
each Thursday evening at 7:45 CST 
over Station WENR, Chicago. 

The script is written by Hal Ray- 
nor, a staff writer for Joe Penner 
and writer of his songs, and the pro- 
gram is supervised by McJunkin Ad- 
vertising Company, which recently 
acquired the Enoz account. 

The merchandising tie-up on 
program is the offer of a 


Chicago, 


the 
Wooley | 


moths and suggestions for making 
and keeping the home moth-free. 


10,000 Enter 
Ipana Contest 


New York, April 18.—The search 
for the “Dental Charm Girl” of the 
Century of Progress exposition, being | 


conducted jointly by the dental | 
charm committee of the exposition 
and Bristol-Myers Company, maker 


of Ipana tooth paste, has produced 
an enrollment of nearly 10,000 candi- 
dates since early this month, Nancy 


“Hour of Smiles” program 
45 stations of the National Broad- 
Company's red network 
brought in approximately 5,000. The 
contest closes the end of this month, 
following which judges and a com- 
mittee of dentists will make the final 
check-up. 


F. A. Harper with 
Kable-Colcord Company 


Francis A. Harper, Jr., has been 
appointed head of the copy and cre- 
ative departments of Kable-Colcord 
Company, Chicago. 

He was formerly with Leon Liv- 
ingston, Inc., San Francisco; Henri, 
Hurst & McDonald, Chicago; and C. 
C. Winningham, Inc., Detroit. 


through 


casting 


Company tells hotel 
“your telephones are definitely un- 
clean.” It deseribes the Sanitator as 


simple, efficient little gadget that 
keeps your telephones clean at an in- 
significant expense. Becomes a part 
of the maid’s equipment. Replaced 
regularly in accordance with our 
telephone sanitation service. Always 
ready for use. Nothing to break, 
nothing to fill, nothing to spill.” 

Hotels already giving their guests 
this protection, according to the ad- 


vertising, include the Waldorf-As- 
toria, Plaza, Ritz-Carlton, New 
Yorker and others of like promi- 
nence, 


Millinery retailers have long been 


embarrassed by charges that they 
have been innocent accomplices of 
scalp diseases in permitting scores 


of women to try on hats. They re- 

plied that the problem properly be- 

to the manufacturer and the 

latter has assumed the responsibility. 
To the Rescue 

Stero-Tex Fabrics, Inc., has been 
formed in New York to market a 
method of making hat linings germ- 
resistant. While the manufacturers 
of linings will be licensed under this 
plan, a powerful aid to sales will be 
the sentiment of retailers. Fifty de- 
partment stores have already agreed, 
according to the sponsors, to handle 
only hats which are lined with Stero- 
‘Tex fabrics. The process is certified 
hy the United States Testing Com- 
puny and some consumer advertising 
is contemplated. 

The Toxie Gas Research Corpora- 
tion has been working on the same 
problem and reports that it has per- 

ted a process for making hat lin- 

actively antiseptic through the 

f powerful bacterial gases bound 

eld by liquid chemical elements 
mitted to textile fibre by means 
capillary absorption. This treat- 
ment, it is asserted, does not affect 
the strength, color or softness of the 
s so treated. | 


longs 


Montgomery Changes | 
to “Business Week” 


nding an association of a year 
and a half with N. W. Ayer & Son, 
luc. Philadelphia, Paul Montgomery 
has joined Business Week, New York, 
eastern advertising manager. 
He was formerly associated 
Conde Nast Publications in 


with 
New 


Plan Bean Campaign 


_Greco Canning Company, San Jose, 
Calit.. will release a newspaper and 
nal trade and general magazine 
“ivertising campaign featuring its 
De Luxe integrity brand asparagus- 
stringless beans. Emil Bris- 
r and Staff, San Francisco, are 
In ¢ irge, 


lat 


Coffee Firm Appoints 


fhe Andreson-Ryan Coffee Com- 
en Duluth, Minn., maker of Arco 

‘ce, has appointed Batten, Barton, 
- ‘rstine & Osborn, Ine., to direct ad- 
ert Ing. 


With Donahue & Coe 
lliam Gallow, formerly space 

of the H. E. Lesan Advertis- 
\gency, has joined Donahue & 
ine., New York, where he will 
charge of general space. 


Pick Churchill-Hall 


itinental Paper & Bag Corpora- 
a division of International 
Company, New York, has ap- 

Churchill-Hall, Ine., New| 


\\ 


t 
Pointed 
y 


Cn 


a 


nnouncement 


IFTY YEARS AGO power generation was in the 
horse-and-buggy stage. Since then power equipment 
manufacturers, consulting power engineers, and power 
plant builders and operators have done more toward 
advancing the art and science of power generation than 


was done in all the rest of man’s history. 


During these fifty years POWER, largely under the 
wise guidance of Fred R. Low, editor for forty-two years 
and now editor emeritus, has faithfully recorded and 
interpreted these remarkable developments. 

In the June issue, marking its fiftieth anniversary, 
POWER will gather together the significant develop- 
ments of the past and the outstanding achievements of 
the present as a standard for perfecting America’s power 
plants today, and as a guide for development in the future. 

Thus POWER will provide you a unique opportunity 
for claiming tastefully your share in the achievements of 
power history, and for presenting effectively equipment 
best to use in immediate broadscale replacement and 


modernization. 


POWER will spare no expense to make this issue so 
complete, so intensely practical and so unusually attrac- 
tive that it will command for months the serious attention 
of those key men in every industry that buy or influence 


the buying of power plant equipment. 


Write today for a booklet describing this issue in full. 


POWER 


- 42nd St. 
New York, N. Y. 
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ADVERTISING AGE 


April 21, 1934 


Dealers Clarify 
Code Operations 


Detroit dealers of all passenger car | 


manufacturers are presen ting a 
united front in a series of full page 
newspaper advertisements designed 
to educate the public in the advan- 
tages of patronizing dealers operat- 
ing under the code. 

The copy, signed by the dealers, 
explains the position of the dealers 
and the trade-in values effective 
under the code. Advertisements of 
this type will be relezsed coopera- 
tively from time to time. 


With Cleveland Art Firm 


O. F. Bartlett, formerly advertis- 
ing manager of National Acme Com- 
pany, has joined Cleveland Ad-Art 
Company, Cleveland designers and 
illustrators. 


'Midol Sales 


Soar; Boost 
Advertising 


New York, April 19.—With sales 
reaching record heights, the General 
Drug Company has increased the ad- 
vertising appropriation of Midol 334% 
per cent, according to J. E. Wickes, 
manager of the company. The prod- 
uct is advertised principally in news- 
papers and magazines. 

“In view of the fact that Midol 
sales have increased steadily since 
1930,” Mr. Wickes said in comment- 
ing on the enlargement of the ap- 
propriation, “the record set in the 
first quarter of 1934 clearly indicates 


| 


that our 
due entirely 
depression. 


incre 


ases this year are not 
to the demise of the 


“Retailers have followed our sug- 


gestion to di 
sales at 


Midol sales 
in January, 
and 48% per 


present 
have been amply 


splay Midol, and the 
indicate that they 
rewarded.” 


increased 22 per cent 


34 per cent in February 


cent in March, with a 


high spot being recorded in Chicago 


where during 
increase was ¢ 
cent for 


the three months the 
10 per cent, and 83 per 


March alone. 


Joins Hanff-Metzger 


Leonard E. 
gram director 
been 


appointed 


L. Cox, formerly pro- 
of WOR, Newark, has 
director of radio 


broadcasting for the Chicago office of 


Hanff-Metzger, 


Inc. 


Try Twin-Test 
Copy in Dailies 


New York, April 19.—Lehn & Fink, 
Inc., is trying out the adaptation of 
the twin test for Pebeco tooth paste, 
heretofore used only in magazines, 
in newspapers. 

The test is being made in Detroit, 
where a local angle is introduced by 
the use of Detroit twins. Large 
space is used. A recent insertion 
totaled about 750 lines. 

“Detroit twins take part in nation- 
wide dentrifice test,” the advertising 
states, in stressing the local aspect. 
Tests and their results are described 
in pictorial, magazine style. The 
|}agency is Lennen & Mitchell, Inc. 
| 
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SPEND YOUR MONEY 
WHERE MONEY IS SPENT 


There is 75% of all retail buying done today in 
Tower’s 1269 markets. Tower’s circulation is all 
cash and all voluntary. Tower's family income 
is $2519. Active buying prospects. Substantial 
prospects.,and younger! Areyoureaching them? 


NEW YORK 


CHICAGO 


I wouldn’t dream of making 


my own soup the way you do” 


H°” are you spending your advertising appropria- 


tion this year? With the older housewife . 
in her buying habits, her homemaking ways . 


. settled 
. or with 


the younger housewife whose buying habits are forming 


... who uses canned soup because it is quicker and 


better; who is buying her first prepared biscuit flour; 


her first electrical equipment? 


In the 1269 tested profitable markets 1,300,000 new 
prospects, 74% housewives, average age 25, are buying 


TOWER 


MAGAZINES. . 


. Mystery, Home, Tower Radio, 


New Movie, Serenade. Buying a new fast-moving tempo 


interpreted by the greatest writers in America. 


Buying 


on the highways of traffic —- in the Woolworth stores 


and selected newsstands. Buying for cash. Younger house- 
so eager for helpful news that over 1,000,000 


wives 


Tower circulars on foods, 


beauty, 


child care, have been 


purchased through the magazines up to date. 


TOWER MAGAZINES e Ine. 


HOLLYWOOD 


SAN FRANCISCO 


Earnings of 
Advertisers 


Libby, McNeill & Libby earned net 
profits of $2,206,342, equal to $1.24 
per common share, for the ye 
ended March 3, 1934. This compares 
with net loss of $6,248,478 for the 
preceding fiscal year. 

» 7 a 
Net profit of Standard Oil Coy 
pany of California was $7,560,902, or 
58 cents per share on the no par 
capital stock outstanding, in 1933. 
This compares with net profit of 
$14,014,992, or $1.07 per share, in 
1932. 


Consolidated net loss of Stude- 
baker Corporation and Rockne 
Motors Corporation was cut from 
$8,279,805 in 1932 to $4,876,307 in 
1933, the report of the receivers re. 
veals. A loss of $4,930,926 was in- 
curred for the period prior to the re- 
ceivership—from Jan. 1 to March 18 
—while results for the remainder of 
1933 showed a net profit of $54,618. 
During the receivership operations 
were not charged with depreciation 
on manufacturing plants or equip- 
ment, and interest has not been ac- 
crued on obligations of Studebaker 
or Rockne since March 18. 
Net sales for 1933 were $35,994,272. 


Net income of Standard Oil Com- 
pany of Indiana for 1933 totaled $17,- 
674,351, equal to $1.14 a share. In- 
come for 1932 was $16,558,281, or 
$1.04 a share. 

Consolidated gross operating in- 
come for 1933 was $242,532,018, com- 
pared with $261,517,844 in 1932. Oper- 
ating charges for 1933 totaled $198.- 
826,442, compared with $202,920,563 
for 1932. 

. * - 

In contrast with a net loss of $921,- 
642 in 1932, the report of McKesson 
& Robbins, Inc., for 1933 indicates 
net profit of $304,249 for that year. 
Sales in 1933 totaled $104,961,034, an 
increase of $733,903 over the pre- 
vious year. 

For the first six months of 1933 
the company reported a loss of $417,- 
584 from operations, the net profit 
for the year being accounted for by 
net income of $721,833 in the last 
half of the year. 


* * * 


Net profit of Packard Motor Car 
Company in 1933 was $107,081, com- 
pared with a net loss of $6,824,312 
in the preceding year. 


Plan New Roto 
Test for Mum 


New York, April 19.—A six weeks’ 
rotogravure campaign for Mum, sup- 
plementing the 1934 schedule, will 
be conducted by the Bristol-Myers 
Company in the form of a test. 

The new series will be run in Sun- 
day newspapers. Insertions will be 
approximately 250 lines each. Thomp- 
son-Koch Company, Cincinnati, is 
handling the account. 

In addition to the regular Mum 
campaign, the product is now receiv 
ing supplementary advertising in Da- 
tional magazines with copy that en 
ploys an appeal to men. 


Wrong Date Given 


A recent item gave the date of the 
dinner of the Wisconsin Daily News 
paper Advertising League as April 
25, while the correct date is Monday, 
April 23. Advertisers and sales reP 
resentatives throughout the state 
will be the guests of the league. 


Garage Magazine Starts 

The E. T. Sadler Company, 160 E- 
Illinois St., Chicago, has started pul 
lication of Garage Counselor and 
Sales Builder, a monthly for the stor 
age garage and parking trade. 


Farrell Moves Office 
Harry H. Farrell, industrial de- 
signer and design counsel for Allen 
B. Wrisley Company, has moved v1 
studio to 6 N. Michigan Ave, © 
cago. 
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ENLARGE SALES 
JNIT THROUGH 
NEW GUARANTEE 


Buffalo, N. Y., April 18.—A sweep- 
ing new guarantee of its products is 
being used by the Hygeia Nursing 
Bottle Company to develop large-unit 
generate dealer enthusiasm, 
and create a mailing list which may 
prove of great value in the future. 

[fhe new guarantee is being an- 
nounced in the May issues of maga- 
zines and trade papers. It provides 
that to purchasers who observe the 
stipulations laid down by the com- 
pany, all of its nursing bottles are 
guaranteed against breakage for one 
full year from the date of purchase 
from any Cause whatsoever. 

The first requirement is that the 
mother mail the company six “Guar- 
antee Folders,” one of which is 
packed in each bottle carton, and six 
bottoms torn from the Hygeia breast 
nipple cartons. The company in turn 
sends the buyer an individually num- 
bered Guarantee Certificate. 

it she breaks a bottle, she writes 
the company, giving the number of 
her certificate, and a new bottle is 
mailed her without further question. 

Expect Repeat Business 

The guarantee is expected to in- 
crease the number of bottles sold at 
one time. Comparatively few mothers 
have bought as many as six hereto- 
fore. 

Dealers are enthusiastic over the 
plan because it does not throw the 
burden on them. They do the selling 
and the company itself handles all 
correspondence and other details. 

From the company’s viewpoint, it 
is explained that a mother who 
starts having children is likely to 
continue the experiment indefinitely 
and mailing lists of such names may 
increase in value through the years. 

The cartons in which Hygeia prod- 
ucts are packed have been redesigned 
to emphasize their family resem- 
blance. The color scheme is light and 
blue and silver. Promotion to 
dealers is printed in the same hues 
to enable them to visualize the 
changes. 

The campaign in behalf of the new 
line is running in Woman’s Home 
Companion, Good Housekeeping, Par- 
ents’ Magazine, Household Magazine, 
Child Life, Junior Home and Hygeia. 
lhe Buffalo office of Batten, Barton, 
Durstine & Osborn is in charge. 


Sal ’ 


lap] 
cark 


Rossi & Hirshson Starts 
in New Bedford, Mass. 


Offices have been opened at 688 
Pleasant St., New Bedford, Mass., by 
William Rossi and G. Warren Hirsh- 
son, who will operate the advertising 
agency of Rossi & Hirshson, special- 
izing in accounts having large terri- 
torial or national distribution. 

Accounts of the new firm include 
the Walker Company, Middleboro, 


Mass, maker of heating pads and 
ice bags; Atlas Tack Company, Fair- 
haven, Mass.; Continental Screw 
Company, New Bedford; Cape Cod 
Springfield Company, Wareham, 
Mass., maker of standardized boats, 
and Perry Cleaner Company, New 
Bedford, maker of laundry machin- 
ery, 


Selects Seman & Co. 


_George L. Clift Company, Boston, 
“istributor of Century oil burners, 
has appointed Doremus & Co., Bos- 
‘on, to direct advertising. Newspa- 
Pers and direct mail will be used. 


Leland with Brewer 
_E.®. Leland, formerly national ad- 
la ig manager of the Portland, 
Me., Evening News, has been ap- 
Pointed advertising manager of the 


ee n ara : 
— ercial Brewing Company, Bos- 
mn, 


NE 


‘ 
‘Stockman” Moves 
tc Stockman, formerly West- 
, _“altle Market & News, has moved 
’ «= New Montgomery St., San Fran- 


C1seo 


ern ¢ 


Anderson Resigns 

York: Anderson, for six years New 

and ae of National Sportsman 
unting & Fishing, will leave 

® organization May 15. 


2 


Coast Liquor 


Firm Plans Drive 

Royal Liquor Products, Inc., for- 
merly Pacific States Liquor Distribu- 
tors, Inc., will shortly release an ex- 
tensive advertising campaign using 
newspapers, radio, outdoor billboards, 
direct mail and dealer helps. 

The initial drive will be confined 
to the San Francisco Bay area and 
may be extended nationally. Sidney 
Garfinkel Advertising Agency, San 
Francisco, handles the account. 


Appoints L. H. Waldron 


L. H. Waldron advertising agency, 
San Francisco, has been appointed to 
handle advertising of the Doo-Tee 
Sales Agency, Oakland, distributor of 
a product 
Parents’ and women’s magazines will 
be used. 


used for infant training. | *"? ; ‘ ; : 
| paign impressive in aggregate size. 
Larger space is being employed in 


Fly Season Is 
Open, Fly-Tox 
Makes Debut 


Toledo, O., April 19.—With flies 
making their annual appearance in 
the usual numbers in the south, Rex 
Research Corporation has released 
copy for Fly-Tox to newspapers and 
farm papers in that section. As the 
season advances, the campaign will 
move northward. 


The unit of space is small, averag- 
ing 28 lines, but the number of 
papers scheduled makes the cam- 


grocery and drug papers. Campbell- 
Sanford Advertising Company, Cleve- 
land, is in charge. 

Rex Research Corporation has de- 
veloped a companion to Fly-Tox in 
Rex Fly Spray, packaged in attrac- 
tive lithographed cans, to retail at 
25 and 15 cents. This will allow 
dealers to meet competitive prices. 
Advertising, however, will be con- 
fined to Fly-Tox. 


Polk Promotes Burn 


Walter P. Burn has been appointed 
director of the consumer census di- 
vision of R. L. Polk & Co., with head- 
quarters at 354 Fourth Ave., New 
York. He resigned from the Bureau 
of Advertising of the A. N. P. A. the 
first of the year to join the Polk 
organization. 


Wieland Dairy to 


Perrin-Paus Agency 


Wieland Dairy Company, Chicago, 
has placed its advertising with Per- 
rin-Paus Company, newly formed 
agency. 

Newspapers are the chief medium 
for this account. 


Peck Acquires Writer 
and Spitzer Account 


Marian Curley, formerly advertis- 
ing manager of Lewin-Neiman Co., 
Pittsburgh, has joined the copy staff 
of Peck Advertising Agency, Inc., 
New York. 

The agency also announces its ap- 
pointment by Spitzer Brothers, Inc., 
New York, Old Dutch wines. 


BIG BUSINESS AHEAD 


for construction equipment manufacturers 


When a man asks you to bid on 
a job you know that he means 
business. Federal, state, county 


and municipal 


private industry are asking en- 
gineers and contractors to bid 


T° 


~ 


: Average number bids asked per week a ae } EE owe: 


bureaus and 


Increased con- 
struction au- 
tomatically 
Follows any 
increase 


bids asked. 


and 


on an increasing number of 


projects. The chart above shows that each 


month of 1934 registers an increase over 


the preceding month in the number of 


business invitations thus extended to the 


engineering-construction industry. The 


significance of the trend is just this: 


It means first of all that with the approach 
of warm weather a lot of construction 


that was deferred in winter is slated to 
break. (The seasonal construction peak 


is actually right on top of us. March 


construction was 23%) ahead of February 


and 111° ahead of a year ago.) 


It means that every manufacturer of 


equipment and materials used in con- 


struction work must get busy at once and 


ENGINEERING NEWS-RECORD 


McGraw-Hill 


330 W. 42nd Street - New York 


draw the attention of engineers 
contractors to the best 
features of their products. (It 
takes familiarity with equip- 
ment and materials to win 


contracts and to complete 


them on schedule.) 


The recognized way to get such products 
before the attention of the most people 


of importance in the engineering-con- 


struction world is to discuss them in 
the advertising pages of ENGINEERING 
NEWS-RECORD and CONSTRUCTION 
METHODS. Many manufacturers have 
already sensed the importance of getting 


their sales story over to the key people 
in the industry as witness the fact that 
in the first four months of 1934 they 
placed 187 more pages of advertising in 


these two publications 


than they did 


a year ago. And in the same period 60 
new advertisers began 1934 schedules in 


these two publications. 


CONSTRUCTION METHODS 


Publications 
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McCall Extends Date 
on Rate Deadline 


McCall Company, New York, has 
announced that space orders will be 


Schumann-Heink |dary figure in American music. 
Starts Gerber 


Schumann-Heink is almost a legen- 
She 
| has earned her title of home body 
also, boasting eight 
grandchildren and four great grand- 


sons, 


. . 

accepted at current rates for both On Radio Tra] | cnitaren. 
black and white and color advertis- Dan Gerber, executive vice-presl- 
ing up to and including January, — Fey of Gerbert Products Company, 
1935, issues, in all its publications. | Chicago, April 19.—Held by many | expressed the belief that this pro- 
Orders for issues beyond January, to be the world’s “best-loved mother,” | gram, starting April 29 over NBC 
mye Roniy ane See, tater oie well as most famous diva, Mme.) wij] reinforce and enrich the com- 
eo ee ae deeae, Ernestine Schumann-Heink will star | pany’s publication advertising. Er- 

The company announced July 20, | on the program which marks the] win, Wasey & Co., Chicago, is in 
1922. that owing to uncertainty as to|entry of Gerber Products Company, | charge. 


future manufacturing conditions and | 
costs it was deemed advisable to 
defer acceptance of orders for Me-| 
Call’s Magazine and Redbook at ex-| 
isting rates beyond the of | 
September, 1934, on black and white 


ing. 


In 


issues 


Fremont, 
The company produces strained | 
vegetables for babies 
tune 
lnew campaign, Schumann-Heink will | 


Mich., into radio advertis- 


| Luden’s Names Mathes 


with the of the Inc., Reading, Pa., Lu- 


cough 


Luden’s, 
den’s menthol 


strategy 


7 a2 ‘ var every Sunday evening in a| pointed J. M. Mathes, Inc., New York, 
advertising and October, 1934, on| @Ppea A ; cites ‘ail adtesetiainm tae . 
four-color ‘siiwertiahid simple, restful and appealing pro- | to aad all advertising for Luden 

p : ; »| products. 
McCall Company's other publica-| gram, which, despite the nature of | Proeu - : 
tions include Blue Book, McCall Style| the product she is advertising, will | 
News and the McCall Fashion Book.| pe remarkably free from advice to Distillers to Rossiter 


; mother 
Hopper Moves Office 
advertising 
offices at 


ing th 
songs 
years. 


Hopper, 
new 
York. 


A. Raymond 
counsel, has occupied 
11 W. 42nd St., New 


Send for this New Portfolio of 
INTERNATIONAL PAPERS, 
containing practical illustra- 
tions of the printing qualities 
of Ticonderoga Book Papers. 


her home and stage life, interspers- 


She will relate memoirs of 


‘Ss. 


Dominion Distillers, Inc., Jersey 
2 | City, N. J., 
em with the less pretentious pointed Ralph 
which have stood the test of york agency. 


| used. 


Inc., 
will 


Rossiter, 
Newspapers 


eleven | 


| tional 


| 


drops, has ap: | 


| 
| 


| Winchell, 


Old Yorke Gin, has ap- | 
New | reorganization. 

be | 
|} and operations head of all NBC sales. | 


NBC Reorganizes 
Sales Department 


When a reorganiaztion now under 
way is completed, NBC-managed sta- 
tions will represent the National 
Broadcasting Company as a whole, 
with all salesmen, whether working 
on national or local accounts, report- 
ing to three divisional sales man- 
agers. Donald B. Shaw will head the 
sales staff in the eastern division, 
having assistant James V. Mc- 
Connell 

Floyd Thomas will continue to 
supervise development of local busi- 
ness through all stations. 

The advertising and sales promo- 
staff, headed by E. P. H 
James, sales promotion manager, has 
been grouped in four divisions in 
charge of B. J. Hauser, presenta- 
tions: J. K. Mason, merchandising; 
W. C. Roux, advertising; and Paul 
marketing. 

Kobak, vice-president in 
sales for the National 
Company visiting 
connection with the 

He is accompanied 

Witmer, vice-president 


as 


Edgar 
charge of 
Broadcasting 
sales offices 


is 
in 
c. 


by Roy 


SALES INCREASE 
THRU HOUSE ORGANS 


The house organ has definitely proved its worth during times 


when sales were difficult to make. In every selling job, either 
consumer or trade, a house organ will pay its own way. 
TICONDEROGA English Finish Book is ideal for the production 
of house organs. It is adaptable to all types of reproduction... 
halftone, process color and black and white. Its non-glare vel- 
vety surface is ‘easy on the eyes.’ TICONDEROGA English Finish 
Book is moderately priced and its superior performance in 
pressroom and bindery gives many additionaleconomies. Avail- 
able in White and India in a full range of sizes and weights. 


TICONDEROGA 


Address A 


INTERNATIONAL PAPER COMPANY 
220 East 42nd Street, New York, N. Y. 


ATLANTA 


BOSTON CHICAGO CLEVELAND PHILADELPHIA PITTSBURGH 


lI] Requests to Sales Dept. F 


Branch Offices: 


Oy rglish Finish 


|/marketing and _ statistical 


| No. 538. 


the depression, and an analys! 


Information 
for Advertisers 


The following documents may be se- 
cured without charge by any national 
advertiser or advertising agency from 
the companies sponsoring them, or 
through ADVERTISING AGE. 


No. 589. Passenger Car Dealer Ri 
resentation by Population Groups. 
Two monographs published | 

Household Magazine giving the dat 

on passenger car dealerships by tly 

various intermediate populati 
groups by by geographi: 
areas, and by makes. The informa- 

tion is of January, 1934. 


states, 


No. 563. A Cool 
Clean Cellar. 


Million Out 


of 


This is an emphasis of the circu- 
lation of Grit, Williamsport, Pa., 
which makes the statement that its 
readers pay precisely $1,021,230 a 
year for the paper. “Such a state of 
affairs is not unparalleled in the pub- 


| lishing business, but it is most un- 


usual,” Grit commented. “And it 
really means something to advertis- 
ers who possess a healthy, norma! 
curiosity about the kind of people 
who read their copy.” 


No. 558. Fawcett’s Broadcaster. 


A very attractive and interesting 
tabloid news bulletin issued regu- 
larly by Fawcett Publications, Inc., 
giving a highly pictorial presenta. 
tion of the editorial, circulation and 
promotional activities of the Fawcett 
Women’s Group. Also contains much 
informa- 
tion. 


No. 560. First in Advertising Reve- 
nue, in Advertising Lineage, in 
Circulation, and Many Other 
“Firsts.” 

This colorful booklet gives an up 
to-date picture of the Ladies’ Home 
Journal, pointing out its leadership 
in many editorial features which 
have proved popular with its read- 
ers. Typical pages are reproduced 
showing the editorial style and ap- 
peal, and the full color reproductions 
in which this publication pioneered. 
The Curtis circulation methods are 
analyzed and the lineage standing 
of the magazine in the women’s field 
is shown. 


No. 549. Farmer to Farmer Selling 
in the Country Gentleman. 

A brochure which tells the story of 
“The Farmers’ Market Place” in the 
Country Gentleman, with a _ record 
of the advertisers, the results secured, 
ete. 


No. 529. Let's Count Noses. 

A booklet published by Household 
Magazine giving much valuable in- 
formation on the size and complex: 
ion of the rural market. Retail 
sales, home and car ownership, and 
other statistics are presented in 
graph form. 


No. 510. How Beer Jobs Are Being 

Installed. 

A book describing the selling and 
installing experiences of a Chicago 
dealer in plumbing fixtures in plac- 
ing bars and other dispensing equip- 
ment for retailers. Printed by D0- 
mestic Engineering. 


No. 547. More Chance to Sell. 

A reproduction of a series of Vel 
York News advertisements which ap 
peared in Women’s Wear. Inimitable 
News advertisements, with a chuckle 
in every line, but informative and 
thought-provoking also. 


Without These People the 

Town Could Not Function. 

An unusually interesting and at- 
tractive report of a study of the type 
of readers of National Geographic 
Magazine in Montclair, N. J. Attrac 
tively presented in pictorial form 
accompanied by brief explanations. 
the volume contains a great deal of 
information about the publication > 
readers. It also contains a break 
down of the percentage who bough" 
automobiles, oil burners, etc., esi 


subscribers’ reading habits. 
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Glimpses Into Future Prove 
Intriguing 


Orleans, La., April 19%. 
into the future coupled 
an effective sales story of cur- 
interest have been used so suc- 
cessfully for newspaper advertising 
»)y the southern division of the Pan- 


New 


( ipses 


erican Petroleum Corporation 
that plans are under way to continue 
this type of copy indefinitely. 

The first campaign of this kind 
was released last fall by the com- 
pany’s agency, Fitzgerald Advertis- 
ing Agency, Inc. Advertisements pic- 


tured separately bullet cars, dymax- 
autoplanes and other startling 
designs predicting the appearance of 
automobiles from 10 to 50 years 


jons 


hence. 


In connection with the newspaper, 


WHEN YOU PARK 
LiKE THIS 


PAN-AM WILL LEAD WITH 
tHe RIGHT GASOLINE 


TODAY /4 


ORANGE PAN-AM 


GASOLINE 


ANTI. KNOCK .. MORE MILEAGE . NO EXTRA COST 


Typical 'forecast' copy in news- 
papers which has proved its worth 
for Pan-Am gasoline. 


| 

| 

and point of purchase adver- | 

the advertiser’s autoplane 

the marketing area, stopping 
exhibition at retailers’ pumps 
ud providing a subject for heated 
between local authorities, 
was reported at length in the 


Vhich 
pres 
The second campaign of this char- 
which will be concluded the 
of the month, utilized for sub- 
ject matter touring scenes of 1960 
and beyond. Advertisements illus- 
te highways with 150 and 250 mile 
lanes. curves banked like speedways, 
parking garages for auto- 
and planes, airway towers 
erial traffic control, stratosphere 
liners, and filling stations equipped 
vice anything that runs or flies 
nically. 


Type Matter Identical 


'y-one newspapers are. being 
’ blanket the states of Louisi- 
Mississippi, Alabama and Ten- 
Copy occupies 1,000 lines 
ertions are ordered at inter- 
two weeks. Fifteen-minute 
programs on nine stations, 
lesheet station posters and coopera- 
dealer advertising round out the 
ifn. 


rs 
it} 


identical in all 
advertisements, except 
ptions, Which explain the illus- 
The complete text content 
advertisement reads: 


‘ype matter is 
\ paper 


authority, and no member may use 
any other labels. 


Brett Made Director 


George W. Brett, for 20 years with 
the E. Katz Special Advertising 
Agency, has been elected a director 
of the company. He has also been 
appointed sales manager in charge 
of sales of the company’s seven 
branches, 


AGAIN... 


charge customers this week where to 
place its advertising messages in | 
order to reach them most surely and | 
quickly. 


Does Dunlap Campaign 
A campaign of small space inser- 
tions in a list of newspapers and col- 
lege publications, reported achieving 
business reply cards, which said: excellent results for Dunlap & Co., 
“Please place a check opposite the phat manufacturers, was created and 
names of the newspapers you read put in operation by Bermingham, 
’ | Castleman & Pierce, Inc. Credit for 
regularly. If you read more than ‘the work in a recent story was inad- 
one, please check all of those which vertently given to another agency. 


The letters were accompanied by 
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—= se —_ oe - I 
] promotional activities while peering H. b C. |you read regularly. Schenley Puts Deacon 
‘ i COPY into a crystal ball. u ustomers “If you had to give up all Chicago ‘ Ch f S l 
__—— k d t N newspapers but one, which one would IBD in ‘ _ o a ot 
: keep?” . B. Deacon has been appointec 
| Tells Label Rules As e O 1VamMe you . annie te a ae ins 
ues £ $6.50 7 Like most retail stores, the Hub eee Ge ee yt ng 
- mH why dy aed a2 nan mnt Favorite Paper sets a high value on the business of pany one Sauk: ’ ii 
try, aon of which is made mandatory Ges customers with good credit ratings. Until assuming his new duties, Mr. 
: : nae ‘ ro , Such clients usually spend more anc 20o 29 airm: 7 ' ‘ 
by the code, has been approved by Sucl I t ll 1 1} Deacon was chairman of the execu 
Gen. Johnson. Exclusive power to Chicago, April 19.—The Hub, Chi- | patronize the same stores more con- |tive committee of Hoffman Beverage 
issue labels is vested in the code|cago men’s wear store, asked its|sistently than the casual cash buyer.|Company. Prior to that he was a di- 


|rector of Tidewater Oil Company in 


charge of finance activities. 


Public Broadcasters Sold 

The Columbia Phonograph Com- 
pany has sold all stock interest in 
its wholly owned subsidiary, Public 


Broadcasters, operator of station 
WJJD, Chicago. Public Service 
Broadcasting Company is the pur 


chaser. 


Circulation trends are 


added oroot you need ONLY 
the limes-Star to sell Cincinnati 


Times-Star circulation gains regularly 
each month. The new six months A. 
B.C. statement will show 5202 more 
readers than for the same period last 


year. During March, 


1934, city 


and suburban circulation hit an all- 
time high and, of course, the milline 
rate is the lowest in history. Today 
the Times-Star offers unprece- 
dented space value in Cincinnati. 


ra | 

| 

Vhen an electric eye guides you | 

i trafic in 1960, Pan-Am will lead | 
“Ith the right gasoline. Today it’s Lesa 

Urange  Pan-Am gasoline. Anti- | 


an . . More 


cogt.” 


mileage No 
The drive 

rs at 
“Phropriate 


Was merchandised to 
meetings provided with 
atmosphere. <A _ feature 
the apearance of Joe Killeen, | 
resident of the Fitzgerald Ad- | 
‘Ing Agency, Inc., who, garbed 
seer, described the forthcoming 


Largest daily Circulation in Cincinnati 


Representatives: Martin L. Marsh, 60 East 42nd St., 
Kellogg M. Patterson, 333 N. Michigan 


Ave., 


New York 
Chicago 
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MARCH LINEAGE 
OF NEWSPAPERS 
UP 30% IN 34 


New York, April 19.—Total adver- 
tising carried in the newspapers of 
77 leading cities in March, 1934, ex- 
ceeded the total carried by the news- 
papers in the same cities in March, 
1933, by 33,531,321 lines, ADVERTISING 
AGE’s analysis of the monthly line- 
age figures tabulated by Media Rec- 
ords, Inc., shows. 

This is an increase of slightly 
more than 30 per cent, by far the 
largest increase over the same month 
in the preceding year which has been 
shown by newspapers since the start 
of the depression. Much of the in- 
crease, however, may be attributed 
to the abnormally low lineage in 
March, 1933, when the bank holiday 
and similar factors brought the line- 
age in many papers down to new 
lows. 

Although each of the divisions 
measured by Media Records showed 
an increase in lineage last month as 
compared with the same month of 
1933, the proportion of increase 
varied greatly between classifica- 
tions. 

Gains Vary 


Automotive lineage, which during 
recent months has been far ahead of 
the preceding year, again showed the 
way with an increase in March of 
141.7 per cent, while at the other 
end of the scale was financial adver- 
tising, with an increase of only 5.6 
per cent. 

The comparative totals for each 
classification for all of the papers in 
the 77 cities covered are as follows: 

Retail: 1934, 84,717,290; 1933, 63,- 
449,021; up 33.5 per cent. General: 
1934, 27,480,342; 1933, 19,958,245; up 
37.7 per cent. Automotive: 1934, 
8,261,796; 1933, 3,418,212; up 141.7 
per cent. Financial: 1934, 3,006,017; 
1933, 2,845,582; up 5.6 per cent. 
Classified: 1934, 20,366,862; 1933, 18,- 
866,538; up 8.5 per cent. Total, in- 
cluding legal, which is not included 
in any other classification, 1934, 144,- 
450,814; 1933, 110,919,493; up 30 per 
cent. 


A. & P. Distributes 

World’s Fair Talkie 
Great Atlantic & Pacific Tea 
Company used its exhibit at the 1933 
Century of Progress in Chicago for 
a dual purpose, it became known this 
week as the company began distribu- 
tion of a five-reel talking movie, 
called “Carnival.” 

The picture was filmed during the 
fair. It shows three families, one 
from Boston, one from St. Louis and 
one from Atlanta, leaving for Chi- 
cago, and depicts their reactions to 
the A. & P. pageant. 


Emergency Campaign 
on Winesap Apples 
Ya- 
sane 
Wine- 


The 


Washington Apple Bureau, 
kima, will run an emergency 
paign to move 1,800 cars of 
saps which have accumulated. 

The advertising will be financed 
by an assessment not to exceed two 
cents a box. 


Two Smiths Join 
Hoyt Organization 
Sherman L. Smith has joined the 
Boston office of Charles W. Hoyt 
Company as account executive. 
William P. Smith has been added 
to the copy staff of the New York 
office. 


Plymouth Uses Film 
Wilding Picture Corporation has 
released for Plymouth Motor Corpo- 
ration a three color film of the 
world’s fair, starting with a view of 
the Avenue of Flags and proceeding 
through the spots of beauty to the 
Chrysler building, showing  Ply- 
mouths being put to rigid tests. 
G. H. Field Moves 
George H. Field, Inc., eastern rep- 
resentative of Radio Transcription 
Company of America, Ltd., has 
moved to larger quarters in the RKO 
Bldg., Radio City, New York. 


MARCH NEWSPAPER ADVERTISING LINEAGE FOR 1934 AND 1933 IN 77 LEADING CITIES 


Total 
(Including 


TREND OF TOTAL NEWSPAPER ADVERTISING 


City Retail General Automotive Financial Classified Legal) 7 
1934 1,362,388 214,414 66,147 11,222 230,457 1,898,584 ; Le aieaee — — — — — 
Akron . 1933 742,949 144,542 23,652 6,916 127,850 1,055,063 . Bn a. OB : 
Dift +-619,439 +-69,872 $2,495 4,306 +-102,607 +843,521 vol 
1934 1,036,954 404,805 95,41 40,898 252,099 1,568,564 a 
*Albany . 1933 754,151 335,830 45,98 56,701 258,021 1,487,594 ‘ 
Diff 82.80 + 68.975 52.425 15,80 5,922 +-380,970 
1934 391,742 116,228 104,625 12,305 90,197 721,004 
Albuquerque ..1935 409,820 119,361 27,547 12,594 93,891 669,444 
Diff —18,078 3.133 77,078 B89 -3,694 + 51,560 
1934 1,200,441 400,276 121,722 41,895 286,251 2,082,376 : 4 
*Atlanta 1932 $36,872 296,069 42,914 35,733 245,570 1,458,258 : 
Diff 63.769 104,20 79,708 6,162 + 40,681 624,118 
1934 33,187 74,902 7,237 5,080 43,322 403,312 “ 
‘Atlantic City.1933 175,872 58,535 14,691 4,967 49,154 315,136 - 
57,31 16,367 22,54¢ +113 5,832 -+-88,176 . 
ere 646,708 158,709 73,998 478,087 3,234,697 
*Baltimore 477,561 6,726 99,943 407,408 2,448,792 > 
+-169,147 101,98 95.94 70.679 4+-785.905 . oe . ° ‘ » 0% oo 
325,645 104,065 23,748 1,454,233 
Birmingham 204,690 32,745 21,019 977,610 —_ TREND OF GENERAL NEWSPAPER ADVERTISING 
+ 120,955 71,320 2.729 +476,623 5 TIES JANUARY 1928 TO DATE WwW 
1934 $52,05 1,057,159 203,134 97,864 4,792,050 “ 2 ao pepe a: a:"". ao peers pee i ms 
**Boston . 1933 1,921,981 789,803 54,199 93,672 3,417,381 — - — on oe 
Diff +-930,071 + 267,356 $148,935 + 4,19 +-1,374,669 q 
1934 1,435,320 444,175 150,009 55,147 2,301,583 , 7 ——— a a 
Buffalo ......1933 $68,096 311,092 45,476 30,153 1,520,148 
Diff -+477,224 +133,083 -++104,533 + 24,994 - 36 +781,435 
1934 347,666 124,277 49,361 6,891 70,698 f 
%Camden . .1933 346,218 79,970 14,484 10,238 68,061 31, 
Diff +1,448 + 44,307 + 34,877 —3,347 + 2,637 22, 
1934 642,334 173,604 73,000 18,813 114,267 25, 
Chattanooga .1933 317,161 97,770 17,573 26,671 76,049 37 
Diff 225,173 + 75,834 }+55,427 —7,858 -+-38,218 87, 
1934 2,423,906 968,729 177,953 978,590 4,647,182 
*Chicago 1933 1,783,014 610,353 73,067 ,75 860,568 3,429,811 ; 
Dift 640,892 -+-358,376 104,886 +21,474 +118,022 +1,217,371 | 
1934 «1,236,169 431,008 103,243 54,470 363,469 2,207,586 k i i ; 
Cincinnati 1933 947,599 297,049 37,624 50,685 294,308 1,639,084 AARP NN MAYO MEN RED RAEN RAR MART MAY WO MR MN MLN Ne TEM WH 
Diff +288,570 $133,959 +-65,619 +-3,785 +69,161 -+-568,502 ”, , an ete ro . x ; 
« ‘ 7 27 £07 59° *¢ « 79° 9 FF 4 e *- . *,¢ 
193 469,471 137,597 52,069 315,722 2,559,493) Trend of total and national newspaper advertising in 52 cities from 
Cleveland 1933 332,163 49,682 43,278 240,100 1,508,860 = 
Diff 4-137'308 -+4-87.915 48791 +75.622 +1/050'633| January, 1928, through March, 1934, as prepared by Media Records 
‘ 
1934 1,214,359 349,698 79,347 57,179 253,300 1,980,006 Incorporated. 
Columbus 1933 816,820 234,528 36,100 83,953 202,785 1,410,895 
Diff +397,539  +115,170 -+43,247 ——26,774 +50,515  -+569,111 es = 
193 1,688,470 378,138 149,136 50,229 326,266 2,603,429 
i eee 1933 1,314,115 276,806 41,137 39,350 370,343 2,088,299 Total 
Diff -+-374,355 $101,332 +107,999 +-10,879 —44,077  +515,130 . (Including 
1934 1,312,562 275,723 113,617 31,446 279,099 2,042,163 City Retail General Automotive Financial Classified Legal) 
Dayton ..... 1933 916,626 195,955 43,078 31,042 248,637 1,456,328 1934 2,108,822 576,805 138,745 32,678 359,597 3,303,080 
Diff +-395,936 +79,768 +-70,539 +404 +30,462 +585,835 | *Pittsburgh 1933 1,638,269 407,929 87,120 57,663 321,924 2,528,006 
— i 7 9 oon 2S 7 ¢° 7c 
1934 771,251 268,036 71,780 37,461 232,484 1,401,260 Diff -+-470,553 -+4168,876  +101,625 24,985 437,673 +775,074 
Denver ....... 1933 586,753 153,391 53,204 28,589 216,132 1,046,227 1934 726,953 344,778 117,636 33,101 288,057 1,514,424 
Diff -+184,498 $-114,645 +18,576 -+}-8,872 +16,352 -+355,033| Portland ..... 1933 647,217 225,468 28,658 27,658 274,125 1,208,214 
" Di 79,73 . , 44: 932 4 
1934 1,839,208 620,650 204,771 68,416 539,520 3,274,096 MR A 
"Detroit ..... 1933 944,415 370,749 53,375 64,091 306,471 1,740,919 1934 1,178,539 338,882 108,230 58,092 242,007 1,983,191 
Diff +894,793 +4249,901 +161,396 +4,325 -+233,049 +1,533,177 | Providence 1933 912,829 248,924 48,710 55,730 247,647 1,584,735 
riff 265, 52 362 —5, 39 
1934 363,901 95.257 30,506 12,857 47,694 563,630 a 5.640 +398, 45 
Kaston ....... 1933 357,862 63,944 13,964 23,100 63,707 532,920 1934 905,026 222,154 74,296 11,529 120,261 1,376,645 
Diff +6,039 +31,413 -+-16,542 —10,243 —16,013 +30,710 | Reading ..... 1933 532,511 133,784 17,566 27,254 120,293 871,760 
Diff +372, : 7 —15, —$! 5 5 
1934 582,093 160,831 98,593 6,752 131,008 981,369 i lO a AR aS tas SS _+-604,88 
ey eer 1933 442,016 116,194 27,650 6,384 111,489 706,285 : ‘ 877,251 235,758 80,802 33,794 199,901 1,449.55: 
Diff 1.140.077 144.637 470.943 1.368 +19,569 +.275,084 | Richmond 933 715,881 184,298 41,184 37,978 207,894 1,196,000 
riff 4. é 7 — | . 5 £ 
1934 500,366 241,463 52,361 13,734 233,681 1,054,594 Dit 161,370 —-+51,460 __+-39,618 4,184 7,993 +253,555 
ae 1933 348,452 127,299 14,811 12,078 261,223 776,266 1934 1,417,177 442,394 153,180 66,872 302,062 2,417,611 
Diff +-151,914 -+.114,164 + 37,550 +-1,656 —27,542 $+-278,328 | *Rochester ...19833 1,056,204 366,659 60,603 66,013 281,911 1,858,649 
1934 796,956 202,628 78,748 29,910 139,099 1,255,528 Diff + 360,973 + 75,735 + 92,577 +859 420,151 —+4+558,962 
Evansville ...1933 543,255 161,299 35,917 28,488 149,391 925,466 193 1,543,714 470,678 137,778 44,693 480,672 2.686.714 
Diff -+253,701 -+-41,329 +42,831 +1,422 —10,292 +330,062 | st. Louis 1933 1,177,720 355,175 73,945 27,418 459,308 2,099,167 
1934 258,583 102,877 35,554 5,849 33,045 446,437 Diff +-365,994 +115,503 + 63,833 +17,275 + 21,367 +87,54 
Fall River ...1933 249,417 93,338 Reet aioe wyone wren 1934 819,938 313,907 117,458 45,986 209,021 1,518,868 
Dift +9,166 +- 9,53! +29.26% —?,16 +2,033 + 46.291 | Sait Lake City1933 630,512 214,073 47,723 39,272 171,552 = 1,110,069 
1934 765,479 204,216 60,316 19,153 135,654 1,203,683 Diff +189,426 +99,834 + 69,735 +6,714 +37,469 +408,799 
y ..1933 79,347 51,024 28,582 11,792 120,071 810,709 a “ : 7 z : , 
Pe Wares ee, aA «CBR GAT. a oR TS 1934 864,463 862,596 126,381 32,383 263,482 1,649,61 
vk A CRIT > KIT aan | “San Antonio.1933 = 626,947 = 274,739 76,993 31,092 362,955 1,376 
ae. nase vee peg et on eh pee prin ett Diff +237,516 + 77,857 + 49,388 +1,291 —99,473 +273 
. Worth ...1933 501,2 224,529 8,428 6, 950,156 - - 
Diff 1471136 107/189 64,080 415237 4337328 | | 1934 860,479 329,438 158,102 49,676 298,672 1,718, 
- — —— . —— aaa | San Diego ....1933 843,271 223,575 70,4438 36,507 287,744 1,475, 
1934 331,615 64,393 30,489 79,268 537,395 Dift 417208 +105'863 4.87°659 4.13169 sie0s8 4.242.636 
Freeport ..... 1933 232,961 79,407 15,317 72,938 441,214 — —- - - - . 
Dift $98,654 —15,014 +15,172 16,330 $96,181 : : 1934 1,297,924 628,206 208,288 80,553 656,910 2,898,396 
1934 755 281 B1Oal 22.720 83037 | San Francisco.1933 1,006,072 435,073 62,994 58,867 519,614 2,112,557 
‘ 290,<¢ o1,0? weyhe . Vote Dift 1.291.852 it. ‘ 33 a 5,2 € 58 7 ¢ > 7) 
Glens Falls ..1933 58,477 10,118 27,839 102.978 a i Ls I oh SO I A 
Dift 472310 —6'796 1-12'602 +4160 80.059 1934 916,541 395,001 183,451 2,363 409,564 1 
on° a a + es erie bo i eee 1933 665,580 291,701 53,613 26,959 372,408 1 
1934 501,202 202,286 65,494 77,712 865,717 her . Orn he rf <a ae ry my 
‘Harrisburg ..1933 393,381 136,301 18,371 72,285 654,991 Diff 250,961 --103,300 +129,838 +-15,404 +37,156 
Diff -+-107,821 +65,985 47,123 +5,427 +-210,72¢ 1934 467,569 39,454 1,382 113,664 
1934 1.148.432 326.153 89.229 160,315 1,794,587 | Sioux City... .1933 325,667 s 24,311 6,042 135,564 
Hartford ..... 1933 884,717 233,723 38,87 131,213 1,347,723 Diff _+141,902 — +65,719 — +15,143 —4,660  —21,900 +196,724 
Diff + 263,715 +91,430 50.357 +29,102 + 446,864 1934 812,694 64,444 27,282 27,206 1,227,6 
1934 1,097,038 319,909 119,892 301,890 1,873,217 | South Bend...1933 515,264 41,094 12,323 , 801,87 
Houston ...... 1933 831,818 245,501 50,309 302,338 1,467,961 Diff +297,430 +23,350 +14,959 435,971 +425,72 
Diff +265,220 +74,408 69,583 —448 + 405,256 1934 528,368 228 116,461 25,765 157,490 1,061,5: 
1934 599,936 268,738 210,123 1,199,210 | Spokane ...... 1933 451.681 4 25,103 28,845 133,910 808,856 
Jacksonville ..1933 467,540 190,138 154,733 885,108 Diff + 76,687 +61,605 +91,358 — 3,080 +23,580 +252,67 
Diff +-132,396 + 78,600 + 55,390 314,102 7 934 73,029 207,842 85,043 17,333 210,396 998,282 
1934 1,438,341 352,115 ) 389,604 2,344,836 | Tacoma 432,983 181,165 29,591 18,388 208.069 870,915 
Indianapolis .1933 923,145 260,864 83 318,220 1,608,172 +40,046 +-26,677 +55,452 —1,055 2.327 -+127,367 
Diff -+515,196 +91,251 4.625 $+-71,.384 + 736.664 19234 907,178 7 617 87.085 901 1 
: hilmclent 93 907,17 227,617 am 5 25,9 63,860 418,860 
1934 580,474 180,290 106,434 #62, 121 Toledo ..... 1933 641,176 190.148 37/204 : . 4 29 
Knoxville 1933 409,714 103,829 96,279 686,079 Diff +266,002 +37, 869 +-49,881 
Diff +170,760 176.451 ~ : i — 5 
~ = - rer wor w34 ,1 88,082 349,270 120,498 -2e7 67 
hisses ‘aia Hot 2 coe as piel cease ‘Syracuse ....1933 765,794 303,500 39,477 307 46 
08 relies oo oo poe 4 ov, toe rd,018 . ~ ' 99 9 > =e P 9 , e 
Diff +296.771 +197.949 114,495 98.528 a OO ST y49,770 £81,021 9. .930 1 
1934 0, 11 3,583 26,07" aces )6= Sask 28 624,153 143,876 135,010 684,578 3,474,169 
ee en 1933 169 245 7989 26 794 reronto -+..1933 1,723,872 650,474 140,577 57,737 618,714 3,211,152 
“Diff 196,867 1.406 i) a Dift +83, 247 +43,679 +3,299 +77,.273 +65,864 263,017 
1934 856,228 18,453 160,519 1,3 os 1934 414,674 108,725 42,935 15,363 48,481 
5Memphis ....1933 680,399 16,993 193,234 1,1 Trenton ...... 1933 349,172 87,919 18,998 23,986 48,32 
, Diff +175,829 +1,460 —32,715 :: Diff 65,502 0, 806 +-23,937 8,623 +160 
1934 1,312,442 114,044 35,689 288,622 2,2 : 1934 788,993 P21,552 80,715 14,077 202,614 1,312,697 
*Milwaukee 1933 946,512 365,887 80,991 37,911 263,048 1,725,038 | Tulsa .--..... 1933 641,67 a: 36,154 19,616 256,180 1,098,942 
Dift + 365,930 +89,642 33,053 2,222 +526,908 | Diff $147,321 178,559 144,561 5,539 —53,566 + 218,765 
1934 = 1,810,062 661,747 185,483 76,470 2,999,306 | | 1934 02,310,435 760,23 173,131 91,809 564,570 3,918,571 
Montreal ..... 1933 1,569,770 594,360 81.337 54,820 2,643,222 Washington. .1933 1,865,962 146,287 70,713 98,455 595,694 3,147,843 
Diff $240,292 $67,387 $54,146 1-21,650 -L 356.084 Diff 253,945 $102,421 —6,646 —$1,124 -+.-770,728 
1934 569,002 224,313 63,680 22,811 992,833 , 1934 1 349,734 198,026 68,135 282,840 2,992,494 
"Nashville 1933 439,246 129,698 20,773 19,581 718,379 | Westchester ..1933 1 313,366 108,611 97,721 289,347 2,479,668 
Diff +129,756 + 94,621 + 42.907 + 8,230 + 274,454 Diff + 4+-36,368 +89,415 —29,586 —6,507 -+512,826 
1934 414,667 136,625 43,649 418 7 2,611,470 wP 1934 304,073 101,336 17,693 254,760 1,5( 
New Orleans. .1933 286,968 60,582 95,302 431,61 1,890.756 | Wichita ...... 1933 253,600 68,963 20,109 271,059 1 
Diff +127,699 76.048 —51,653 —13,039 -+-710,714 Diff } 150.473 +.32.373 —2.416 —16.299 
“1934 56,228,156 1,967,845 228,971 289,872 883,510 8,627,001 1934 1,614,029 321.357 100.535 ‘ 9 7 eke 9 999.2 
*New York...1933 4,072,458 1,336,709 82,053 195,353 842,332 6,567,856 | Wilkes-Barre..1932 1,384,245 209,606 41,165 39663 140:187 1,8 
Diff +4-1,155,698 +631,136 +4146,918 +94,519 +41,178 +2,059,145 Diff +229'784 +.111'751 159°370 _“8'611 nar 
1934 766,131 255,702 61,352 41,325 363,180 1,676,464 1934 906.673 Re OF , - rer 
Brooklyn .....1988 686,237 189,880 27,427 25,448 345,166 1,361,185 | Worcester ....1933 3, 261.450 40,058 240098188311 LI? 
j > 72 23.995 j R77 J 215 97 he , «4%, e 2 ' 
Diff +.179,894 +-65,872 $+-33,925 +15,877 +18,014 +315,279 Diff a 24,617 +64,916 —3,622 + 21,640 +3 
1934 331,207 69,835 35 9,941 23,156 538,856 “- — - 
Niagara Falls. 1933 282,711 45,909 7,952 23,810 397,991 | y — pt 197,328 61,632 16,125 115,179 1,041 rH 
Diff +98,496  +.23,926 +1,989 — Limest oe 53,984 21,206 12.756 67,582 beget 
' : : Sete i +169,219 + 43,34 +40,426 3 7,597 +301, 
1934 629,731 243,821 104,880 22,901 319,786 1,329,150 ee 344 40,426 +3,369 +47,597 : 
Oakland ..... 1933 480,703 169,641 27,409 15,170 286,738 985,232 |., 1934 84,717,290 27,480,342 8,261,796 3,006,017 20,366,862 144,450,514 
Diff +.149,028 +-74,180 +77,471 -7,731 +33,048 +343,918 BOGE 1655 6a% beet 63,449,021 3,418,212 2,845,532 18,751,359 110,919,498 
Diff -+- 21,268, 26 ! 5 : 5 4-33,531,32 
1934 $46,475 284,173 121,380 18,771 218,749 1,492,211 i ee eee $4,843,584 = 4-160,435 +4-1,615,503-+59,000° 
Okla. City....1933 740,456 213,748 50,239 36,486 194,608 1,239,187 F ; Ae 
Diff -+106.019 +70,425 471,141 —17,715 424,141 +2653.024 American Weekly” lineage included. 
1934 944,301 277,336 81,559 12,943 204,251 1,527,016 | ay, eS Union.” morning and evening, sold only in combination. Lineage of one 
*Omaha ...... 1933 761,261 229,496 79,547 17,864 183,194 1,272,258 | “dition, morning, is shown. 
Diff +183.040 $47,839 +2,012 —4,921 421,057  +4255,358 wiieunek ae ok morning and evening, sold in combination. Lineage of one edition 
1934 1,372,050 = 350,165 100,912 20,612 = 202,541 2,072,081 ee gator 
Peoria ....-.. 1933 935,493 239,555 61,242 34,715 207,876 1,495,490 | ,, “Courier,” evening, and “Post,” morning, sold in combination, Lineage °% 
Diff +426.557 +-110,610 +-39,670 —14,103 —5,335 +576,591 | Courier’ only is shown. 
1934 2,839,275 1,068,633 209,168 84,111 637,360 6,017,384 *“Evening News,” carries the same amount of advertising as the “Patriot.” 
‘ ee" , 9 7 4 Vax 4 ia: a . © 7 7 Le rt ” . 
Philadelphia a ager ety { ep tn { san ae exh Mg tg 74 ey ot / Evening Appeal, discontinued, effective July 1, 1933. 
356,56 +-384,6 50.3 § +-41,135 +-959,7 “Tennesseean,”’ morning and evening. s . » of morn- 
aaa , , sold o t nly. Lineage 
1934 585,448 188,394 160,568 12,78 142,121 1,092,888 | 'n& edition only is shown. ™ om ee ee 
Phoonlz... ...5. 1933 436,428 146,975 44,529 11,64: 119,136 761,154 7*Journal” a a 
Diff 4.149.010 141,419 1116,039 1140 429'985 4.331'734 al” is an all-day paper. One edition only is measured, 
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DEALER CONTROL 
TO BE OBTAINED 
BY FRANCHISES 


Lionel Corporation Adopts 
New System 


New York, April 19.—Marketing 
the Lionel Corporation this year 
eing planned on “new deal” prin- 

ples to back up a wholesaler-dealer 
tranchise program designed to void 
price-cutting efforts and to control 
wholesaler and retailer sales promo- 
tion activities. 

The franchise movement is being 
placed in active use at the Toy Fair, 
now in progress at Hotel McAlpin. 
Both distributors and retail dealers 
of Lionel, Ives, Lionel-Ives and Win- 
ner toy electrical and mechanical 
trains, boats and other products fall 
within the distribution control pro- 
gram. 

In granting franchises to whole- 
salers, a lengthy contract provides, 
among other things, that the distrib- 
utor shall sell no retailer who has 
not been franchised by the Lionel 
Corporation. He agrees to promote 
the sale of the manufacturer’s prod- 
ucts, to continuously carry a repre- 
sentative stock and to “feature said 
products in full accord with the cus- 
toms, methods and policies recom- 
mended by the manufacturer.” 

The distributor also agrees not to 
sell any of the merchandise for con- 
sumption or resale in any place but 
his allotted territory, not to sell at 
retail and to assist in enforcing pro- 
visions of the agreement against any 
person to whom the distributor sold 
goods when that person is violating 
terms of the agreements. 


Retailers’ Agreement Similar 

The agreement provides for recov- 
ery of distributors’ stock by the 
manufacturer in case of violation of 
the contract. 

The retailers’ franchise has some- 
What similar terms. 

The dealer agrees to purchase 
Lionel products only from fran- 
chised distributors in his territory, 
not to sell any merchandise except 
at retail to the ultimate consumer 
and in no place other than his des- 
ignated territory, to maintain liberal 
Window displays of Lionel products, 


to carry representative stock and 
properly promote and feature said 
products “in full accord with the 


customs, methods and policies recom- 
mended by the manufacturer for the 
marketing of such products to the 
purchasing public.” 

In putting the franchises into effect 
wholesalers’ territories have been re- 
duced, in some eases. Certificates are 
issued to both wholesaler and dealer. 

By means of this program, officials 
of the Lionel Corporation expect to 
greater volume and more 
‘ for each individual jobber and 
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| bound for 


NEW YORK 


yous have a friendly wel- 
come at the Piccadilly—one 
of New York’s newest hotels— 
a comfortable room and bath 
for as little as $2.50 the day. 
@ Meet your friends in the 
| SILVER LINING, Cocktail 
| Room . . dance to the rhythmic 
music of the Picadilly Orches- 
‘ra. . enjoy delicious food in 
the Georgian Room, at moder- 
ate cost. 
@ Business and pleasure choose 
the Piccadilly . . convenient to 
the advertising center, to the- 
atres and amusements . . a few 
Steps from quick transportation 
to every corner of the towr.. 


HOTEL PICCADILLY 


William Madlung, Mng. Director 
227 WEST 45TH STREET, NEW YORK 


Vow under Arthur Lee Direction 


retailer. Provision is made in the 
contracts to conform with the code 
for the toy and playthings industry 
and any other recovery legislation 
which may take effect and also for 
definite control over retail prices 
under certain conditions. 


Newspapers Get Call 

Advertising plans for the year 
eliminate the radio broadcasting cam- 
paign usually staged during the holi- 
day season and replace it with news- 
paper promotion. 

The copy is designed to give force 
to merchant's cooperation in the dis- 
tribution control plan. From three 
to five advertisements of 1,200 lines 
will be run in every city of 100,000 
population or larger, or approxi- 
mately 160 papers, during the Christ- 
mas season. 

This advertising will be of the 
dealer type showing models in cata- 
log style with prices. The Metropoli- 
tan Sunday Newspaper Group and a 
few other papers will be used for 
comic strip copy. 

In the past, Lionel’s advertising 
effort has been primarily to establish 


brand consciousness. In the fran- 
chise plan and advertising which 
backs it up, it is felt that better re- 
sults will be obtained by splitting the 
effort between brand and dealer pro- 
motion. 

Newspapers will carry the dealer 
promotion. The magazines will con- 
tinue to build brand consciousness. 

Schedule for magazines is approxi- 
mately the same as last year, with 
copy appearing in October, November 
and December. Mediums will be The 
American Boy, Boys’ Life, Child Life, 
Good Housekeeping, Open Road for 
Boys, Parents’ Magazine, Popular Me- 
chanics, Popular Science, Railroad 
Stories, Saturday Evening Post and 
Time. 

One of the reasons for the news- 
paper advertising is to show dealers 
that with elimination of unethical 
retailers and by obtaining good re- 
sults on a controlled basis, there is 
no need for price-cutting. 

November and December advertise- 
ments in most of the magazines will 
be full pages; October, half pages. 

A unique plan which concerns 


other national advertisers is being 
worked out with a limited group. It 
enables national advertisers to carry 
small permanent advertisements into 
the home in the form of miniature 
name advertising on cars. 

Sun Oil and Blue Coal have already 
purchased showings, one on toy tank 
cars, the other on coal cars. Many 
thousand added impressions will be 
gained this way at ten cents a car. 


Black Leaf 40 
Uses Color to 
Reach Grower 


Louisville, Ky., April 19.—The se- 
verity of the winter created a prob- 
lem for fruit growers and an oppor- 
tunity for the Tobacco By-Products & 
Chemical Corporation, of which it is 
availing itself with smashing color 
pages in fruit and farm papers. 

Fruit growers usually utilize oil to 
destroy the eggs of the aphis. The 


hard winter of 1933-1934 reduced the 
vitality of trees to such a low ebb 
that this course was impossible. 
Eastern state experimental stations 
and agricultural colleges combined in 
warning growers against the prac- 
tice. 

As a result, insecticides will be 
used in unusually large quantities by 
growers, and the local company, 
manufacturer of Black Leaf 40, 
widely known spray for insects and 
vermin, has stepped up its copy ac 
cordingly. The current campaign 
marks this advertiser’s first use of 
color in fruit growers’ journals. 

Campbell-Sanford Advertising Com- 
pany, Cleveland, is placing the copy. 


NBC Advances Two 

William S. Hedges, former man- 
ager of KDKA, Pittsburgh, has been 
appointed manager of all NBC man- 
aged and operated stations, and C. L. 
McCarthy, who has been with NBC 
on the Pacific coast for seven years, 
becomes manager of the associated 
stations section of the station rela- 
tions department. 


ONSIDER how food science has advanced 
the last 30 years in the limited sphere of 


the home. 


The same forces have been at work in the 
where food 
consumption—only on a huge scientific scale. 
Here cooking has become an entirely new art 
presided over by “chefs” educated in our tech- 
Here pots, kettles and pans be- 
come a maze of metals, glass and ceramics that 
resemble the creations of a Jules Verne. 
weather is made and controlled as one of the 
score of processes incidental to the sanitary pro- 
duction (the word “cooking” is not broad 
enough to describe it) of food products. 


“kitchens” 


nical schools. 


It is the purpose of Food Industries to keep 
these modern-day “chefs” abreast of the new 
ways of doing old things. 
this purpose is achieved can be measured by its 
readership among canners, bakers, confection- 
ers, brewers, dairymen, ice cream manufac- 
turers, packers, millers and _ bottlers. 
wouldn't read it in so many different kinds 
of plants unless it filled a common need. 


The fact that Food Industries is fundamentally 


a processing paper is 


manufacturers of machinery, equipment and 
raw materials. It saves them the enormous cost 
of approaching these “chefs” by groups special- 
izing in different food products. To them 
the word “cooking” should be helpful in vis- 
ualizing the unity of the food-manufacturing 
market and the simple method of approaching 
it via one main trunk, Food Industries. 


Published by 
McGraw-Hill 
330 W. 42nd St. 
New York 


ABC-ABP 


Our menus have expanded in 
variety while our kitchens have contracted. 


© Brown Brothers 


is made for volume 


Here 


How successfully 


They 


a fortunate thing for 


READERSHIP 
THROUGH 
LEADERSHIP 


In today’s food plants 
it means a score of processes 


COOKING 1934 STYLE 
s 


Air Conditioning 
Blanching 


Dehydration 
Distillation 


Frying 
Pasteurizing 


Scientific Control 
(Temperature, humidity, 
counting, weighing, pres- 
sure, vacuum, etc.) 


Baking 
Brewing 
Clarifying 
Cleaning 


Drying 
Evaporation 
Fermentation 
Filtration 


Quick Freezing 
Refrigerating 
Sterilizing 
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ADVERTISING AGE 


1 

pictorially present a series of similar Sinclair’s newspaper campaign on | also appearing is 
IN NEW SERIES feats with world-famous structures,| motor oils emphasizes the drive of | industrial publications, 
including the George Washington|the company and Sinclair dealers to etaieaieciaaaat as 


Field Meetings Held 


Gallon of Sinclair Fuel Per- Tower of Pisa, the Washington Mon- ments point out that the tamper- by General Electric 


forms Daring Feats 


the 
advertis- 


* Refining Company. 


» three-quarters page, 
advertisements, 


gasoline and 


340 cities and towns. 
»new campaign revolves| how one gallon could do the great| pump hangers for dealers are an 
» potential energy 


| 


inches, while other advertisements | being given at once. 


Bridge, the Sphinx, the Eiffel Tower, |stamp out substitution of inferior 


the Statue of Liberty, the Leaning | oils for branded products. Advertise- 


ument, and also the “Leviathan. A| proof can, opened, emptied and de- 
ty pical advertisement was reproduced | stroyed at each sale, is the motorist’s 
in the April 14 issue of ApverTisinG | assurance that he gets the oil he 


AGE, asks for. 
Cartoons Also Used Other Mediums series of 
| To further emphasize the H-C jacking up the newspaper adver-| tended by representatives of G-E dis- 
by | power theme, the copy in each adver-|tising, national magazines are used 
today| tisement gives the weight of the]for Sinclair advertising of an insti- 
structure used and tells how far it| tutional character also keyed in with} ..),. 
of} could be hoisted by the potential| the newspaper campaign. The com-| were 
will| energy in one gallon of gasoline, if | pany is also making an extensive use | Chicago, 
800 and|this energy could be fully utilized. of outdoor advertising, coordinated | Daily pointed out to the groups that 
small A more detailed explanation of|in theme with the newspaper adver-|the advertising dollar will buy more 
* ads with a novel sales ap-| gasoline’s potential energy, and the] tising. today than ever before. 
campaign focuses on the} way in which automobile engines de- The Sinclair campaign includes a 
Sin-| velop power from gasoline, is fur-| plan which enables Sinclair commis- 


tains ten dramatic pictures showing] nesses. New Sinclair banners and 


in each | feats of lifting. additional tie-in with the newspaper 
, Which is discussed in In the newspaper series the small | campaign 
terms of foot-pounds of work, and is} “cartoon” advertisements, whimsical Radio is also used to supplement) KE, 


A Pubhc Tribute 


and our smartest curtsey to the Ad- 


vertising Agencies of the United States 


HE speed with which you recommended to your clients that they 
train their advertising guns on the New Money Market is the 
talk of the country. 


The millions of dollars (yes, more than a billion) passing through 
the small towns of America as the result of government disburse- 
ments to farmers created a wave of consumer-spending that called 
for instant action on the part of manufacturers. 


The advertising agencies of the country certainly got that action! 

And as a result, advertising records are being shattered from month 
to month. Just for instance: April-May-June is the largest quarter in 
linage in the history of The HOUSEHOLD. We repeat: Larger than 
any other quarter period! 


May linage was up 76 per cent over last May. June linage is more 
than 80 per cent over last June! 


The years 1934-35 promise to be the most active years from the 
point of retail sales that The Small Town Market has seen in years. 
And if manufacturers do not get their just share of the New Dollars, 
it certainly will be their fault and not for lack of accurate aiming— 
and speed—on the part of the advertising agencies of this country. 


So, The HOUSEHOLD MAGAZINE tenders this tribute—and its 
humble thanks. 


The HOUSEHOLD MAGAZINE 


TOPEKA, KANSAS Arthur Capper, Publisher 


visualized in extraordinary feats of |in theme, will be used for continuity the 
lifting. between insertion dates of the large | Greater 
In one of the first advertisements,| H-C advertisements. The cartoons | heard 
for instance, the “99,000,000 foot-| always depict someone asking which Monday 
pounds per gallon” of H-C is pictured | gasoline has 99,000,000 foot-pounds of | NBC 


network of 44 


lifting the Empire State building 1% | energy, with the correct atebed Special 
|} motor 


motion 

national 
General 
partment, 


refrigeration de- 
regional field 
tributors. 


The 


closer retail selling, 


Start Agency Service 
through-| nished in a folder prepared by the| sion agents to participate in the gen- Sherman for 
out Sinclair territory in tamper-proof |company for distribution through|eral newspaper advertising with di- Erwin, : ‘ 
extends | Sinclair dealers. This folder con-| rect sales appeal for their own busi-| Lawrence Fertig Company, and Rob- 

Liberty and the 
McCormick Publications, have organ- 
Rogers-Hattersley, 
specializing in radio production and 
Offices are at 122 


Wasey & Co.’s Paris office and 
fert C, 
ized 


general publicity. 
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SHEFFIELD STEPS 
UP ADVERTISING 


New York, April 19.—On the he. 
lief that the best way to a solution 
of the milk marketing problem now 
is increasing consumption, as con. 
trasted with the necessity for curta 
ing production during the past few 
years, executives of Sheffield Farms 
Company, Ine., have launched thei; 
spring campaign in the New Yi: 
metropolitan area featuring t}) 
slogan, “the milk that tastes lik, 
cream.” 

Announcement of the new slogan 
recently in half pages in all the 
metropolitan daily newspapers fo! 
lowed a stepping-up of the cream con 
tent of Sheffield’s Sealect milk. Pr: 
ceding the advertising has been ex 
tensive work among farmers for sey- 
eral months to obtain stronger mix 
ture of high cream content milk, such 
as that of Jerseys, with the regula: 
Larger bonuses were offered farmers 

The new campaign, succeeding one 
built around the theme, “Keep jin 
shape with Sheffield,” is handled hy 
N. W. Ayer & Son, Inc., under the 
supervision of C. Litchfield, Shef- 
field’s advertising manager. 

In addition to metropolitan dailies, 
the new series is running in a num- 
ber of metropolitan weeklies and an 
extensive list of suburban dailies. 
Insertions run 550 lines with occa 
sional half pages. 

This week the newspaper campaign 
Was augmented by a new children’s 
hour radio program, “Once Upon a 
Time,” over WOR Tuesdays and 
Thursdays. It features Susie, the 
Sheffield cow, whose remarks are in- 
terpreted by the announcer; dramat- 
ized fairy tales and a quartet, with 
appeal for both adults and children 

Advertising collars on bottle necks 
are building an audience. Special! 
messengers delivered a letter to 1,00) 
school principals the day of the first 
broadcast. 


Socony-Vacuum 
Breaks Large 
Spring Drive 


New York, April 19.—More than 
1,000 newspapers, in addition to na 
tional magazines, radio and outdoor 
advertising, are being used in the 
new spring drive of Socony-Vacuum 
Corporation which is now getting 
under way, according to Eben Grit 
fiths, advertising manager. The new 
campaign is the largest spring sales 
effort the company has made since 
1929. 

Two of the corporation's national) 
distributed products, Mobiloil and 
Mobilgas, are featured, newspape! 
advertising being alternated betweel 
the two. 

Both employing space of approX! 
mately 1,275 lines, the Mobiloil and 
Mobilgas newspaper advertising is 
largely pictorial. Illustrations show 
ing intimate conversations betwee! 
two car occupants, or between 4 
motorist and a service station attend 
ant, in which the merits of Mobilsas 
“with climatic control” or a change 
to fresh Mobiloil are stressed. 

The radio end of the drive consists 
of two weeks of spot announcements 
six times a week, plus special col 
mercials on the Socony - Vacuu 
sketches, 

J. Sterling Getchell, Ine., is the 
agency. 


Joins “St. Nicholas” 


Esther Merriam Ames, who W# 
with Child Life for five years and 
more recently has been in charse ™ 
the New York office of Gail & Pietse": 
Inc., has joined St. Nicholas Maga: 
cine for Boys, 580 Fifth Ave New 
York, as eastern advertising rePl 
sentative. 


Develops “Atlastat” 


1 


The Atlas Photo Copy Comps’ 
has developed a new type of 
photostat which is said to differ tro! 
the conventional photostat in that 
reproduces all tone values. 
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NEW YORK CLUB 
LENDS HAND TO 
ASPIRING TYROS 


(Picture on Page 32) 
New York, April 19.—Five ambiti- 
young women, students complet- 


the fifth annual advertising 
se conducted by Advertising 
\omen of New York, Ine., were 
rded scholarships at a dinner 


Tuesday evening at the Advertising 
Ciud 

winners were selected from a 
of over 100, the largest group 
enrolled in the course. Stand- 
determined by the results 
produced on weekly assignments from 
October through March. The scholar- 
ships will assist the winners in con- 
tinuing their studies at a local uni- 
versity or school. 

Lilah Kenealy, who won the first 
iward of $100, was formerly with 
Batton, Barton, Durstine & Osborn, 
Inc, and is now doing research work 
for Young & Rubicam, Ine. 

\iargaret Fullerton Harris, who, 
like Miss Kenealy, resides at Flush- 
won the second award of $100. 
is a supervisor on the operating 
hourd of the CWA, has worked as re- 
viewer for Musical Courier and as a 
manuscript reader for Dutton and 
for Cecil de Mille. 

Florence Sims, who received a $50 
scholarship, is employed by Spear & 
Co., furniture dealers. She has added 
layout work to her duties as typist 
since starting the course. 


The 


ing Was 


Ine, 


she 


Honorable Mentions Given 


Helen Read, winner of the second 
$50 award, is managing editor of 
Osteopathic Profession. She took the 
because she wants to enter 
the advertising field. 


eourse 


The third $50 scholarship went to 
Grace Johnson, Bloomfield, N. J., a 
stenographer employed by the New 
Amsterdam Casualty Company, New- 
ark. She has had no advertising ex- 
perience but hopes to be a copywriter 
some day. 

Honorable mention was given Isa- 
belle Warren, Rockville Center, 

editor of Your Magazine; 
Foley, Flushing, secretary to 
vice-president of Tubize Chatil- 

Corporation; and Harriette Glas- 
er, of Woodhaven, a copy aspirant 
how employed as secretary by the 
Hotels Statler Company. 


as- 
stant 


[rene 
Ti 


Many Lecturers 


le club’s committee in charge of 
‘he advertising course comprised 
Sally Martin, chairman, Pauline 
Ethel Ashby, Edith Burtis. 
Catherine Cleveland, Ida _ Clifford, 
Helen Peffer and Cara Haskell Vorce. 
‘ue Shortle, club president, pre- 
ented the scholarships. 

Lecturers who 
‘ents during the term were Helen 
Kockey, Pauline Arnold, Janet Mac- 
Rovie, Elizabeth Ware Devree, Helen 
Slater, Harry Slater, Harry Gros- 

ck, A. J. Powers, Frederic Goudy, 

‘in A. Wilkins, Edward Steichen, 

Scofield Wickham, Charles 

Underhill, Eugene Towler, May- 

rd Owen Williams, Donald Par- 

is, John Sterling, William D. Nu- 
Gordon Eldrid, A. C. M. Azoy, 
‘ichard Patterson, Vietor van der 
lynn Shores, George Goman, 


Arnold, 


addressed the stu- 


me ©. Bull, Cara Vorce, Cath- 

“ihe Cleveland, Pauline Mandigo, 
White. 

aaa a ae al 


SALESMEN 
WANTED! 


Experienced, reliable sub- 
scription salesmen wanted 
by leading business publica- 
tion to work in Chicago. Sal- 
ary to qualified men. Ad- 
ress Box 1000, care of 
Advertising Age, stating ex- 
Perience and references. 


Official Liquor 
Publication Starts 


The first issue of National Bever- 
age Authority, monthly trade maga- 
zine, will make its appearance May 
15. The paper is the official publica- 
tion of the National Retail Beer and 
Liquor Dealers Association, New 
York. 

The executive organization board 
is composed of Lewis S. Lauria, 
president and editor; John C. Mar- 
scher, advertising director; Gustav 
Ik. Nelson, treasurer; A. Fitzsim- 
mons, secretary, and Charles R. 
West, associate editor. 


Nelson Succeeds 


Talbot at KOA 


A. E. Nelson, manager of WIBO, 
Chicago, until its discontinuance in 
June, 1933, and later with NBC, Chi- 
cago, has been named manager of 
KOA, Denver. 

He succeeds Freeman H. Talbot, 
who will take a three months leave 
of absence before going to the Chi- 
cago office of NBC. Mr. Talbot has 
been with KOA since it opened in 
1924, 


Boston Club Sees 
To It That Its 
Speaker Arrives! 


Boston, Mass., April 19.—When the 
Advertising Club of Boston starts 
out to do a job, it was proved last 
Tuesday that time and space create 
no problem. 

The speaker scheduled for the 
regular Tuesday luncheon was R. G. 
Parker, advertising manager of the 
W. T. Grant Company, New York. 
He missed the 8:30 a. m. plane from 


New York, and frantic telephoning 
by the Boston committee ensued. 
First they tried to arrange with 


American Airways to take off earlier 
on their scheduled 11:30 flight from 
Newark, but the company declared 
this was impossible. 

Undaunted, the committee advised 
Mr. Parker to hop on the 11:30 plane 
and then enlisted the aid of the Bos- 
ton police. When the speaker landed 
at the East Boston airport, a speed 


boat took him in hand, from which 
he was given into the care of a police 
escort which whisked him through 
Boston streets to the tune of shriek- 
ing sirens fast enough to set him 
down at the Statler, where the meet- 
ing was held, at 2 o'clock. 

While the members waited for 
their speaker to finish his exciting 
journey and tell them about “The 
New Day,” radio performers and an 
orchestra of woodsmen and Indians 
trom the hunting and fishing show 
provided entertainment. 


Holds Home Forum 


Boston Herald-Traveler is conduct- 
ing a home forum and exhibition in 
its own auditorium. National manu- 
facturers and Boston department 
stores have put up booths featuring 
home specialties, garden equipment 
and products. 


Film Company Appoints 

Advertising of Atlas Education 
Films, Ine., Oak Park, Ill., has been 
placed with Van Auken-Ragland, Inc., 
Chicago. 


Daniels Is Criterion’s 


New Promotion Manager 


Edward B. Daniels has joined Cri- 
terion Advertising Company, New 
York, as director of sales promotion. 
He will work in conjunction with 
Robert W. Criddle, newly appointea 
vice-president in charge of sales. 

Mr. Daniels was associated with 
the New York branch of General Out- 
door Advertising Company for nine 
years. A year ago he was promoted 
from the position of sales promotion 
manager to account executive, the 
position he resigned to join the Cri- 
terion organization. 

Wilhelm Promoted 

R. B. Wilhelm, who has been with 
Owens-Illinois Glass Company, To- 
ledo, O., for three years, has been 
made assistant sales manager of the 
milk bottle division. 


Trade Paper Changes Size 

Electrical Merchandising, McGraw- 
Hill publication, will change June 1 
from standard magazine to tabloid 
size. 


10. BUSINESS ANALYS 


NOTE—Total Subscription circulation 


IS OF SUBSCRIPTIONS based on issue of 


of this issue was 6.31% greater than the average su 


December, 1933. 
circulation for the period. 


COPIES PERCENTAGE 


=Seenover & 


OVER 5 MEN PER PLANT 
TO CONTACT BEFORE YOU 
MAKE AN EQUIPMENT SALE 


The easiest way to under- 
stand the process indus- 
tries is to know what they 


CLASSIFICATION — 
hw agen © ae in prota, explosives, fertilizers, 
cellu 


tro 

ak engineering 
A—"Companies and 
ers, Secretaries, Treas 

—"'Works Executives; 


p—" h Directors, Chi 
F, —Saleg and Adverts ; 
Pr ‘ $; 
ty and Munitipal G 
“Independent 


“Universities, 
uM ewedealers, _ Books 
“Public Libraries. 

Miscellaneous 
“Unclassified” + 


and fine chemicals, electro-ch 
glass, 


and other process industries 


A recent survey by Chem & Met among 
the men in the process industries who are 
responsible for placing equipment orders 


emicals, cement, lime, ceramic, 
$ is, pulp and 
leather, pai: anerating. under or with 


TTT i 


Sw-oeSos 
3|Stesscs 
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2 
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Another peek 
behind the 
ABC statement 


Ist in importance 
2nd in importance 
3rd in importance 


shows that an average of 5.1 men per 


plant participate before a purchase is 
finally completed. This illustrates rather 
pointedly the important part advertising 
plays in selling to this market. 
salesmen can afford to call on five men in 
every plant that’s on their prospect list? 


Who are these buyers? This question was 
also asked when we made our survey. 
Grouped by functions (the jobs they do 
regardless of local titles) their importance 
in the equipment picture rates in the fol- 


lowing order: 


Who draw up specifications ? 


1st in importance. ... 
2nd in importance 
3rd in importance. .. 


Ist in importance....... 
2nd in importance. ..... 
3rd in importance. . . 


How many 


Who select sources of supply? 


Chemical and other engineers 


.Production executives 


Operating and research chemists 


Who authorize orders ? 


...Production executives 


Chemical and other engineers 
... Operating and research chemists 


Chem & Met’s circulation in this market 
is a matter of ABC record. 


It is impor- 


tant to go beyond audited circulation 


figures, however, in determining where 
to advertise and how to advertise. 
our purpose to help you visualize the 
market as well as the standing of Chem 
& Met in this market. 


It is 


Our surveys and 


our circulation records are open for in- 


spection at all times. Our representatives 
will gladly show the data or invite you to 
publishing headquarters. 


CHEM « MET” 


CHEMICAL & METALLURGICAL ENGINEERING 
Published by McGraw-Hill at 330 West 42nd St., New York 


produce. 

Chemicals . . Dyes 

Alcohol . . Distilled liquors 

Glass . . Ceramics 

Brick . . Clay products 

Coke . . Manufactured gas 

Drugs . . . Medicines, Cosmetics 

Explosives 

Fertilizers . Insecticides 

Gelatin . . Glue 

Leather Artificial leather 

Lime . . Cement 

Animal . Vegetable oils 

Paint Varnish 

Paper . Pulp 

Petroleum products 

Rayon . . Plastics 

Rubber goods 

Soap 

Linoleum . . Oil cloth 
ABC 

a 
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ADVERTISING AGE 


April 21, 1934 


Thomas J. Green Dies 


Thomas Jefferson Green, 73 years 
old, retired business manager of the 
North and South Magazine, publica- 
tion of the Louisville & Nashville 
Railroad, died April 15 in Louisville. 


Barrett Passes On 


Hugh L. Barrett, 83, retired presi- 
dent of the Kentucky Lithographing 
Company, died Friday, April 13, at 
his home in Louisville, 


| CAN SELL 


have sueressfully sold 
we ar-Ever Aluminum house 
to house: Addressograph- 
Multigraph products to re- 
tailers: book matches to 
corporations, and a_ soft 
drink to jobbers and re- 
tailers. I was successful, 
because I always sold—not 
the merchandise itself—but 
a plan for its use or re- 
sale. 
While attending Antioch 
College (co-operative course) 
I worked in a chain store in Washington, D. C. 
and in the advertising department of a Corao- 
polis, Penna., manufacturer. At present I am 
employed in the direct mail department of the 
Oshkosh Overall Co. 
No. I am not a floater! I have laid out this 
plan of education and practical experience, which 
includes a natural aptitude for layout, art, and 


writing, to equip myself for the position I now 
seek—selling an advertising and merchandising 
service 

An established agency or manufacturer seeking 
sound material will find me an investment. Lo- 
cation and immediate compensation are imma- 
terial. To make ends meet while proving myself 


a producer is all I want I am a native Amer- 


ican, Protestant faith. May I talk to you? 
Cc. E. Wittmack, Jr., 289 Washington Blvd., 
Oshkosh, Wis. 


Over 400 Attend 
First Gathering 
Of Chicago Club 


April 19.—An_ enthusi- 
astic group of more than 400 adver- 
tising men and women overflowed 
the Red Room of the Hotel LaSalle 
here today for the first general meet- 
ing of the newly organized Chicago 
Federated Advertising Club, with 
which 14 Chicago advertising organ- 
izations are affiliated. 

W. Frank McClure, 
Carroll Dean Murphy, 


Chicago, 


vice-president, 
Inc., president 


of the organization, presided. A 
telegram of greeting from Gilbert 
Hodges, chairman of the board of 


the Advertising Federation of Amer- 
ica, was read, and Edgar Kobak, 
president of the A. F. A., gave a 
short talk, welcoming the new or- 
ganization to the fold. 

Turning to a discussion of the 
work of the A. F. A. with reference 
to codes and the Tugwell bill, Mr. 
Kobak said, “I was thankful for the 
original Tugwell bill. More people 
should take a crack at advertising. 
We are getting too complacent.” 

“There are only two ways of clean- 
that is bad,” Mr. Kobak 


ing con- 


tended. “One is to let the govern- 
ment do it through legislation, the 
other is to do it ourselves.” It would 
be far better for industry to do the 
job, he intimated. 

The featured speaker at the lunch- 
eon was Prof. Irving Fisher of Yale, 
exponent of the commodity dollar, 
who contended that the depression 
could be ended if a dollar stabilized 
in purchasing power were set up. 


Collie to Contact 


Aerial Advertisers 

Gilbert Flying Service, Inc., New 
York, has organized the Giro Sky 
Ads division to provide an aerial 
advertising service. The home office 
is at 101 Park Ave., and branches 
will be established later in leading 
eastern cities. 

H. W. Collie, formerly national 
representative of the Kellett Com- 
pany, Philadelphia, is in charge of 
sales and promotion for the new di- 
vision. Miss M. W. Leonard, for- 
merly with Triplex Safety Glass 
Company, heads the research depart- 
ment. 


Hands | Is Prometet 


George H. Hands, who has been 
with Woman’s World, New York, 
since March, 1931, has been made 
eastern advertising manager of the 
magazine. He succeeds Gordon P. 


ing up the five per cent of advertis- | Manning, who will take charge of 
| promotional work. 


VEN in those numerous cases where speed is of utmost 


importance, our press-room results reveal care and skill. Black 


and white, color, or sheet-fed gravure . 


.. each is handled with 


* Printing ...a part of the 
complete service offered by 
Rosenow Company to adver- 
tisers who desire creative as- 
sistance in the preparation of 
their advertising material. 
This service includes: mer- 
chandising plans, copy, lay- 
out and illustration, photog- 
raphy (black and white as 
well as color), photo-engrav- 
ing and gravure plate-making 


an eye to getting the most out of type, engravings, ink and paper. 


Adequate mechanical equipment and pressmen satisfied with 


nothing but the finest results are bound to produce printed ad- 


vertising of outstanding quality. Among advertisers who recog- 


nize that well-planned sales messages deserve skilled mechanical 


production, the Rosenow name is familiar. If it isn't to you, per- 


haps a few specimens of work we've 


an introduction... 


produced will serve as 


your request does not obligate yOu. 


ROSENOW 


COMPANY 


340 WEST HURON STREET e CHICAGO, 


ILL. 


‘MISFITS’ TELL 
NEW STORY FOR 
HEATER MAKER 


Gilbert & Barker Launch 
New Campaign 


New York, April 19.—Employing 
human interest and a humorous 
twist, Gilbert & Barker Mfg. Com- 
pany, Springfield, Mass., has opened 
a spring campaign on heating and 
air conditioning equipment, making 
use of a limited number of newspa- 
pers. 

After several years of light adver- 
tising, the spring program is more 
or less a revival of its activity in 
newspapers. Three New York dailies 
carry the staggered copy, three in 
Boston, one in Phlidalphia, and oth- 
ers in smaller cities, such as Spring- 
field, Mass. 

Copy in New York runs 500 lines. 
Smaller insertions are used in some 
cities. Other papers are running up 
to 1,000 lines. 

In general terms, the spring cam- 
paign deals with “fits and misfits” 
and the advertisements deal with 
three ways of oil heating, namely, 
the oil burner alone for modernizing 
old equipment, the steam or hot wa- 
ter units especially designed for oil 
burning and the air conditioning 
unit. It is designed to sell the man 
who needs only an efficient burner 
as well as the man requiring a new 
plant. 


Misfits Illustrated 


By discussing all three in one ad- 
vertisement, greater coverage is be- 
ing obtained on three stories with 
one expenditure. The other alterna- 
tive would have been to tell each 
story separately, with a resultant 
thin coverage, the company believes. 

The attention getting device in 
each advertisement is the sketch and 
headline, which puts the reader in 
a mood to think logically about his 
oil heating problem. 

“You wouldn’t put baby’s shoes on 
grandfather,” one headline says, “nor 
grandfather’s shoes on baby. Why 
not use the same common sense in 
heating your home?” 

Illustration shows baby’s shoe 
perched on grandpappy’s big toe 
above his zebra stripe sock. Other 
fit and misfit analogies in the series 
include using a teacup to water a 
horse, a candle to heat a teakettle 
and a derby hat to adorn the in- 
=" head. 

E. J. Enoch, Jr., advertising man- 
ager, declares that to date results 
have proved the combination of both 
human interest and humor success- 
ful in gaining interest. Coupon re- 
turns have run well. 

A cooperative campaign, wherein 
the company will share the advertis- 
ing expense with dealers, will make 


A new house organ, telling newsy 
stories about Gilbert & Barker in- 
stallations in such places as the Dart- 
mouth fraternity house where a coal 
boiler several weeks ago caused the 
asphyxiation of several students, will 
be issued bi-monthly. 


A Two-Purpose Booklet 


Another unusual piece of direct 
mail advertising is a booklet with 
two separate appeals and approaches, 
one to the man and the other to 
the woman. It has no “back,” be- 
ing two-purpose. 

Reading to the center from the 
man’s side, the reader is suddenly 
confronted by an upside-down page. 
Turning over, it is discovered that 
the remainder of the book is printed 
“upside down.” Turning to the “back 
cover,” it is found to be a 
cover” 


installation signs, 
and a camplete sales portfolio. 

Following the 
cooperative campaigns, a 


“front 
opening the woman's section. 

Other Gilbert & Barker advertising 
activities include displays, road signs, 
decalcomaniasg, 


spring factory and 
summer 


and fall sales promotion of larg: 
scope will be opened in July. 
McCann-Erickson, Ine. is th, 
agency. 
Concerning the report that restrj 
tions banning mention of associate; 


gasoline company ownership had 
been lifted and that Gilbert ¢ 


Barker’s campaign would play up the 
fact that it is a subsidiary of the 
Standard Oil Company of New J; 
sey, Mr. Enoch states the firm is nor 
allowed to use such information, 4). 
though early in the year it had ; 
peared that this would be possible 


Plough, Inc., Attains 


National Distribution 


Plough, Inc., of Memphis, Ten, 
which has long’ been _favora)})| 
known in the south as a manufa--. 
turer of beauty products and fam)}y 
medicines, is breaking into the 
ranks of national advertisers as te 
result of having attained nationwide 
distribution. 

Current marketing efforts cente) 
largely about St. Joseph’s Aspirin 
The company is giving away ay 
automobile weekly, in addition to 
two $100 cash prizes, for the best 
letter on this product. 


New Product for K&E 


Wil-X Manufacturing Corporation, 
Brooklyn, N. Y., has started produc- 
tion on a new “machine-gun” type 
of fire extinguisher. It is manufac- 
tured in the plant of the Mergen- 
thaler Linotype Company. Kenyon 
& Eckhardt, Inc., agency for Mergen- 
thaler, will direct advertising of the 
new product. 


» 


BREAD VITALITY 


Rapidly increasing Bakery Sales! 
The huge Bread Vitality Campaign, 
costing a quarter of a million dol- 
lars is improving bakery sales. 
This intensive campaign telling the 
truth about bread, the vitality pro- 
ducing food, is having its effect. It 
is counteracting the work of food 
fakers and quacks and is showing 
bread in its true light, “the staff 
of life.” 


With sales increasing, bakers are 
purchasing more ingredients. Ob- 
solete equipment is being replaced. 
More money is being made. In 
short, baking, the second largest 
food industry, is rapidly climbing 
to new heights of activity. 

In selling to bakers, increase your 
sales efforts now and you _ will 
prosper with them. Tell your 
story in the publication that the 
best of them read and rely upon. 
Send now for Bakery Market Facts. 


BAKERSHELPER 


DAKERS ¢ BAKERY PRACTICE «= MANAGEMENT 


Helping Bakers Since 1887 
qty @ 


330 So. Wells St., Chicago, Il. 


Bread exency ror VilakiLiy/ 


Bread tnenoy ror [/iLalily! 


use of the same theme. A total of A Complete 

nine mailings will be included in the . 
direct mail campaign which con-| Produetion Service 
tinues through to November. 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Unio» 


NEW YORK .« 310 East 45th St 
CHICAGO « 210 So. Desplaine S- 


and 34 other cities 
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ADVE ISING. ART 
225 N.MIC ICAN Vee CHICAGO 
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ickerd and which he left ten years ago to be-| Hall, Harris and Miss Picks G. Lynn Sumner Represents Magazine hg 
1c e come director of advertising and pub- . ° * ea ai 

licity for Standard Accident Insur- Anglin Join Blackman Puro Filter Corporation of Amer- S. M. Goldberg, 545 Fifth Ave., New 
W lke Form y . Randolph Hall, Edward Peyt ica, New York, water coolers andj York, has been appointed eastern rep- 
a ¢ ance Company. oad - - al : neg ” y ee purifiers, has appointed the G. Lynn | resentative of the Southern Israelite, 
Announcement of members of the| 4!Tis and Mary Louise Anglin have | Sumner Company, New York. Atlanta, Ga. 
New Agency staff and clients will be made later. joined the radio department of the 
Blackman Company, New York. ey aT ee 
d as. See, SONY soumested with Canton to Ingalls _ Fletcher & Ellis Move 
& . WIOD Names Petry Batten, Barton, Durstine & Osborn, , : 
Detroit, Mich., April 19.—Forma- ; Inc., and McCann-Erickson, Inc., is Canton Beverages, Inc., Canton, Fletcher & Ellis, Inc., New York, 
e ion of @ new agency was announced Isle of Dreams Broadcasting Cor- assistant to Carolo DeAngelo, Black- Conn., maker of Canton dry ginger| have occupied new offices on the 48th 
‘his week to ADVERTISING AGE by C. E.| Poration operating station WIOD, | jan radio director. ale, has appointed Ingalls Advertis-| floor at 500 Fifth Ave. The telephone 
Rickerd, formerly director of adver- amg gh oe appointed | yn Mr. Harris. lecturer on radio tech-| ing. Boston. is Lackawanna 4-3570. 
‘ising and publicity for Standard deter rn Co., Inc., as national repre: | nique and for four years assistant | —— —————————— 
1. ,ccident Insur- sentatives. to Ida Baily Allen, has been added 
D ance Company oe ne to the writing staff. Miss Anglin is 
aot He Schwed with Importers | “°n¢ral office assistant. THE FENSHOLT COMPANY 


The new agency, 
which will be lo- 
cated at 640 Tem- 

n ple Ave., Detroit, 
will be known as 
c. KE. Rickerd Ad- 
yertising Agency. 
Associated with 
Mr. Rickerd will 
be Robert J. 
Walker, who be- : 
gun his advertis- C. E. Rickerd 
ing career with Mr. Rickerd in 1924, 
ai and was quickly advanced to assist- 
to ant manager of the advertising de- 
est partment of Standard Accident In- 
surance Company. Some years later 
he left that organization to go with 
Chrysler Motors where he moved 
from production manager to assist- 
on, ant director of advertising for Ply- 
uc- mouth Motor Corporation. 


John J. Schwed, formerly with the 
agency of Charles Austin Bates, Inc., 


ADVERTISING 
has been named advertising manager | Shoop Resigns Specialists in Sales Promotion of Electrical © Mechanical Products 
of Julius Wile Sons & Co., New York, Ed Shoop, well known copywriter 


importers of table delicacies and bev- | for Lord & Thomas, Chicago, has re- 549 W. Washington St. Chicago, Ill. 
erages. signed. 


ype During his association with Chrys- 
endl ler Motors, Mr. Walker served as 
ap contact executive for the central ad- 
Fon a s 

en- vertising department, contacting the 
the Chrysler and DeSoto divisions. Later 


he organized and managed the sales 
ae education department which was re- 


sponsible for the education and 
4 training of dealer salesmen. 
Two years ago Mr. Walker joined 
» 4 Leonard Refrigerator Company, De- ~ 
troit, as assistant sales promotion 


manager. More recently he has been 


les! sanctioned: WAR Matyinater Ceepere- ™ of a good place to stop in New York during the AN PA 
10n, 
Mr. Rickerd, after several years convention or at any other time 
selling newspaper space, joined the ss 


advertising department of Chevrolet 
Motor Company, and in 1920 became 


| . Z. @ In the advertising center, one minute from Graybar, 
assistant advertising manager, a post 
_ — Chrysler, New York Central Buildings. 


| V 
: satan  corsavesess @ Small enough for personal service, large enough to have 
; SALES PRODUCING ENVELOPES 


Commercial, Window, Catalogue, and Special 


: Sizes. All Stock Sizes Can’ Be Delivered every facility. 


H. |.Goodere, Chi.Mgr. 8. O. Howard, Seey.. 


dally’ Meg Bian,” 186 Ner™ith Se @ Variety of accommodations from single rooms to pent 


house suites. A number of beautiful two room apartments 
with serving pantries, refrigeration, fireplaces. 


@ A fine clientele among whom are a number of advertis- 
ing men and women who will vouch for the truth of this 


= announcement. 
ee @ “Roger Smith” restaurant; club breakfasts from 25c, 
919 N.MICHIGAN AVE ; 
7UP.2621 luncheons from 50c, dinners from 75c. 


221 N.LA SALLE STREET 
RAN. 3270 e . ° 

meme For reservations, booklets, floor plans or other information, 

telephone WIckersham 2-1400 or write Edwin R. McGary, 


Manager. 


I HOTEL WINTHROP 


thal 


on A quick and economical 
ns rae gear ta 47th STREET & LEXINGTON AVENUE, NEW YORK CITY 


(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
(3B SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


Also under Roger Smith management: 


Roger Smith Hotel, Stamford. Conn. 
Roger Smith Hotel, White Plains, New York 
Roger Smith Restaurant, 41st St. and Madison Ave., New York 
Hotel Brittany, 10th St. and Broadway, New York 
Hotel Congress, 19 West 69th St., New York 
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First N ational 
Gillette Radio 
Program Begins 


New York, April 19.—Following ¢ 
successful test of recordings in Sev: | 
cities, Gillette Safety Razor 
will begin its first national 

Monday evening, featur- 
ing Gene Carroll and Glenn Rowell. | 

In the station cities, which num- | 
ber between 50 and 60, two 180-line 


& 


eral 
Companys 


broadcast 


newspaper advertisements will ap 
pear Monday to announce the fea-| 
ture, which will be broadcast twice | 


each evening five nights a week at | 


7:15 p. m. EST. for the east and at 
10:15 for the west. 

Inauguration of this snore | 
brings to an end the one-minute 


broadcasts on practically every sta- | 
tion in the country which have been | 
running since January. | 

Being tested by Gillette in Pough- | 
keepsie and Utica, N. Y., and Port- 
land, Me., is a new woman’s appeal 
for Gillette razor blades. Space used 
runs upward of 1,200 lines. Illusfra- 
tions show grieving women—griev- 
ing because young husbands do not 
understand what poorly” shaven, 
bristly faces mean to the happiness 


of womankind. | 
Also current is a sales drive in 
some cities featuring an offer of 


razor and package of five blades for 
49 This is accompanied by 
intensive merchandising and large 
space special advertising. 

Ruthrauff & Ryan, Ine., 
the account. 


cents. 


handles 


“Paper Demonstrator” 


Expands Office, Staff 


Haan J. Tyler, formerly of Mac- 
fadden Publications, has been ap- 
pointed publisher of Paper Demon- 
strator, Chicago, a new medium for | 
paper merchandising which has 
opened new and larger offices at 840 
N. Michigan Ave. 

Charles E. Vautrain & Associates, 
Holyoke, Mass., have been selected 
as New England sales representatives 
and George S. Kephart, New York, 
as representative in that territory. 


STEINHARDT TO 
TELL A SIMPLE 
STORY IN COPY 


E. §. Bacharach Outlines His 
Sales Philosophy 


New York, April 19.—-The basis for 
sales promotion activities about to 
be launched by The Steinhardt Com- 
pany, Inec., which will begin produc- 
ing whiskies soon at a rate of 40,000 
gallons a day, will be quality and 
elimination of frills, Edward S. Bach- 
arach, vice-president, who in 
charge of advertising and sales pro- 
motion, told AbVERTISING AGE today. 

In announcing the return of the 
62-year old company to the alcoholic 
beverage business, the point was 
made of the fact that its delay of 
several months after repeal was to 
sound out the public on liquor’s re- 
turn. 

According 


is 


to Mr. Bacharach, the 


product itself in the post-repeal era | 


has been of inferior quality in a great 
many instances. Now that the con- 
fusion is clearing and many of 
get-rich-quick enterprisers are leav- 


ing the liquor field, the business is | 
achieving a stability that somewhat | 
pee | 


approaches the pre-prohibition 


riod. 
Lower Prices, Better Goods 


The most important factor in pro- 
moting the sales of liquor is the prod- 
uct, in the opinion of Mr. Bacharach, 
who was closely identified with the 
of the Standard Distilling 
Company, Cincinnati. Advertising 
must depend upon it for its success 
and cannot be placed 


success 


of the product. 

Questioned concerning conclusions 
drawn on what the public wants of 
the liquor industry, Mr. Bacharach 


WER 


Wick ts ieee, 


MODERN]. 
BRE 


Se readership. 


Readership follows 
editorial leadership. ; 


Advertising follows 


y @ 


Count the 


advertising pages ... j 


205 E. 42nd St., New York City. 


THE NATIONAL BREWERY MAGAZINE 3", costs. 


333 No. Michigan Ave., Chicago 


the | 


in a position | 
of importance equal to or above that | 


said the consumer is seeking better 
quality and a reduction in price. 
will 


The Steinhardt Company en- 
deavor to meet these demands by 
eliminating middlemen and_ their 


| profits. Ordinarily, Mr. Bacharach 
pointed out, there are three transac- 
tions after the goods leave the fac- 
tory, each exerting an upward force 
lon price to the consumer by addi- 
tion of commissions. 

As it moves from distributor to 
wholesaler, one commission is 
chalked up. Another comes with the 
movement from wholesaler to retail- 
er. The third involves the transac- 
tion between retailer and consumer. 
At least two of these should be elim- 
inated, Mr. Bacharach said. 

The Steinhardt Company plans to 
do this, but instead of bringing the 
range of its prices lower than the 
trade level, it will keep to the cur- 
rent range but put the difference into 
better quality. 

A Simple Business 

“The whisky business is very sim- 
ple,” Mr. Bacharach said. “It in- 
volves making good whisky, aging it 
and selling it at a fair price 
with living profit to all. 

“We will sell whiskies 
satisfactory in the old days 
and straights. Human nature 
not changed.” 

Use of non-refillable bottles was de- 
cided upon as a method of assuming 
full responsibility to the customer 
for the quality of their contents, 
i'that we can have no alibi” for com- 
plaints. 

Advertising covering these basic 
points will at first be confined to the 
‘east, but will gradually be enlarged 


-blends 


“ 


sO 


| 


and | 
| frice 
that were | 


has 


“Tooth Soap” 
Takes a Bow 


New York, April 19.—Window dis- 
play and package enclosures as well 
some direct mail advertising of 
Castilla Products, Ine., voices a new 
challenge in the paste-powder denti- 
with the admonition to 
“don’t sand-blast your 


as 


frice debate 
consumers, 
teeth.” 

The company has drug and depart- 
ment store distribution in sections 
of New York and spots throughout | 
the country. Window displays and 
package enclosures at the point of 
sale depict what Castilla makers be- 
lieve happens in the use of some 
dentifrices. A workman is shown di- 
recting a stream of sand and steam 
of building cleaning apparatus 
against human teeth in an enlarged 
figure. 

Adds Candied Dentifrice | 


This argument is used in connec- 
tion with a different dentifrice de- 
scriptive noun. The Castilla denti- 
called “tooth soap,” and 
claims to be nothing more than a 
cleansing, non-abrasive, purifying 
soapy preparation. 

Just added to the line is a chil- 
dren’s special candy tooth soap, 
packed in red and green spiralled 
tubes and licorice flavored. Enclosed 
in the carton is a glass tube con- 
taining a peppermint stick, all of 


is 


| which is designed to make the other- 


| 
| 


wise onerous task of tooth cleansing 
pleasant to the child. For sanitary 
purposes, the entire carton is sealed 


upon to cover the entire country, as | in a transparent enclosure, 


the company did before prohibition. 
Lord & Thomas has the account. 


| 


“McCall’s”’ Plans 


| Traveling . Movie 


New York, April 19.—Don Parsons, 
| promotion manager of McCall's Mag- 
|azine, was host this afternoon to the 
ladvertising press at a preview of 
| 2 sving Pages,” a talking picture de- 
signed primarily for circulation pro- 
motion. 

The film was produced by Loucks 
& Norling under the direction of 


| Philips Wyman, circulation director 


of McCall’s Magazine. It will be ex- 
hibited women’s organizations, 
| groups business men, at depart- 
ment stores and to circulation 
pects. 


to 
of 


pros- 


Housewives Invited 


Many potential subscribers will be 
reached with the picture through a 
traveling theater, mounted on a large 
truck. It named “McCall’s) on 
Parade” and was designed by Henry 
Dreytuss. The truck will stop in 
residential districts and housewives 
will be invited to an immediate show: 


is 


ing. 
The film features a fashion show 
and interviews with the magazine's 


editors, who will describe the many 
steps in collecting and verifying edi- 
torial material. The first traveling 
theater will leave in a few days for 
a tour of the south, and if it 
cessful, more traveling theaters will 
be built and placed in operation. 


is suc- 


Malone and Husband 
Elected to Offices 


William T. Malone and Joseph Hus- 


| band have been appointed vice-presi- | 


|dents of Cowan & Dengler, Inc., New 
York. 

Mr. Malone has been a member of 
the executive staff since the organ- 
ization of the agency ten years ago. 
| Mr. Husband, who joined the Cowan 


|& Dengler staff recently, has been 
active in the advertising business 


since 1926. 


'“United States News” 


United States Daily, weekly news- 
paper published at Washington, D. 
C., has adjusted its column width so 
that it can accept copy of the same 
size as page and fractical page units 
in leading magazines. 

Where it is necessary to reduce the 
screen of magazine plates, the ex- 
|; pense is deducted, so that magazine 
advertisers may use the United 
States Daily without adding to pro- 


Offers Space Any Size 


Miss Grauman Picked 


Florence Grauman, who has been 
with the Kaufman-Strauss Company, 
Louisville, the Louisville Courier- 
Journal, and Dade B. Epstein adver- 
tising agency, Chicago, has joined the 
copy staff of Aubrey, Moore & Wal- 
lace, Chicago. 


Downes’ New Work 


Wilber B. Downes, formerly art 
director of Smith, Sturgis & Moore, 
Inc., is now associated with the 


FOUR REASONS 


= : ee - 
re wee eornins Gap «ab tte wer an oo 


Newspaper copy for Palmolive in 
which the price reduction is clev- 
erly introduced. 


White and Holt Are | 
Added to “Life” Staff 


R. H. White, for seven years with 
General Motors Corporation as adver- 
tising manager of Pontiac and assis- 
tant advertising manager of Chevro- 
‘let, has been appointed Detroit ad- 
| vertising representative of Life, New 
| York. 

Charles L. Holt has been added to 
the magazine’s New York staff. Un- 
til recently, he was business manager 
|of the Japan Advertiser, Tokyo Eng- 
lish-language daily, and formerly was 
on the advertising staffs of Washing- 
ton, D. C., newspapers. 


Liquor Book Out 


The third edition of the booklet, 
“How to Pack Wines and Liquors,” 
published by Hinde & Dauch Paper 
Company, Sandusky, O., is now 
available. The new edition has been 
revised and supplemented. 


Hamburg-American Line, New York. 


OVER. 


“COVER-TO- 
READERS 


Dear Sirs: 
| think Harpers Mag 


cover, ads included! 


appearing in the body 


magazine now on the stands. Its articles are always 


of far reaching interest and | read it from cover to 


would have more influence with me than an offer- 


ing elsewhere, by reason of the dependable articles 


azine is the most interesting 


Certainly an ad in Harpers 


of the magazine. 


(s) GEORGE E. D. 


| The above letter is 
| typical of 500 others 
on file at our office. 
them are 
contained = in 
“To 


others 


our 
Brochure See 


Oursel’s 


as 


| Many of 
| 
| 


see us’ which will 


be gladly sent upon 
| 


request. 

Address: 
East 33rd St. 
York N. Y. 


‘*has 
for 
in s 


49 
New 


A 


Harpers 


MAGA 


the reason 


ZINE 


test of time 
it is always 
the times.” 


stood the 


tep with 


Me 


LR ti 22 32 fae 


hidintlix 


a. 


StL 


S/ 


TONSILS SSS 


—. 
~ 


4 


+ : Sat Ra, -s meh tg ey ee a! ae oy oA ye EE SL Se eae ee ee ee ee eee oe ee Sa oe eo eee i Pee mh Caen Ty es le eee a PR A Ut ON, - Se N ae ok) Si Ry et ee Oe eed Tk wal oe eR ee Ra. aE a I rake | as Ste i ae ae a a 
‘ 4 ae Chea” te Fe ites ; i iat gat, SAK ‘ Soa ok Mae eS mri May oh ar Fe ac BE hes as Aa eg eT te creel ia 7 Ns : em Woke RORY T gikse eh, sa nay 2 emg 
jo ao i Fry: r melt oe: ; . eye Tp cee . he ie F % Sa tae ae : A x =, ‘ * " 5 « aa - 7h ve ie“ ¥ 2 oe fe TT ie aa perineal vinknpeyy —- 
ad e + ee we en ee : es ea Wve oe py. ee Ne ‘ are vied +e we a a ba a Pas. s a pi ie s ans Se eae ig eae | "y * veh Re ‘ . . = eS ote? inane 3 we , & “Nie gies 
ee ee faa 2 
ORM. Aye 
ae = eS a 
By ~ 2 Se cetera 7 — ee . —_ - \ 
; a 7 
{ 
ay! 1 
: e Tgure _ rp ~s , 
2 — ihc, Me, Gt ates ~~ 
— Bfor mysel | 
ay : 
Mine THESE FOUR DNS, )4 
Ti WHY I SHOULD USE | we 
ed 4 
sot . 94 . ‘ 
_ eatin y 
iL. eS 
Secninapiiaiaamenl a a , ~ 
- / 
- 
q - »> 4 
re ae ~ 
% ~ ’ 
" 1 7 a 
* % “ J sme 
‘ 2 : Wale > 
ail :  ) > 
te Lei ‘< P + 
a a " f > - -" 
ete a, ' J . eee >< * 7 
Bs a Boa Lt / 
“1a de “ 
ae oe 3 ‘ — Ee “ 2s ns 
ROR RS yi Reo ee 
: eee tore ho cemmeh ond yung, And ens pga as Prtemiee a ah arogues sod that» why 
* why rte tnd tee nghe what sad gem ” 
ie 3 yee TN 
ag wy “a a a) 
ee ee , ‘s ae < - 
AES 5 a ee 
Zee re ae) = y . 
ie eee ae ee 
fot is oe '* 3 a 
i t wane ‘ay } . 
o oy bra 5 
‘aa , F \. 
¢ ath d Xsahou Vo hu... 
aaa ‘e d 
pet ; a. Foluse Low bra Coker 
Ee pee 
Levee wits 
a a? ee 
Se iy ee 
2 ates 
ight. tr. i 
Wie pie, 
Wide noe 
Pike ck. aN 
ght 5 ‘ 
Nii eae 
at: 
phy ei 
ae cn te 
Ge ee 
scr vt 
‘ sd | 
ba pC 
Acs eee : 
Ree: wh 
Se ; 
aie: Meee 
tee a eh fi 
ee eS 
os 7 es . pe 
Beene 
a, . 
| eet ; 
i oer’ Ate ve | 
oly re x 4 
ee ene i 
eee (: pe 
em cS 
a ea 4 
Beet i . ee 
ad — _ =———— = — 
ra eee is | 
ay TO we {]] — : - = ——————————— - — _ 
at ab eae 5 ‘ ‘ : . i . 5 
are LR ss SM RRC ea Teo" Pate y Tenis RE ie 3 elie mee lia MP a 
Pre | r | 
itis 3 - 
a 
4 < : | P 
3 ee ‘ , 
a ‘ A ; i i r 
vale 
ge A FO sa | 
Te hed ee 7 | f 
e i | | 
Tene ‘em 7 ( 
Pe ———=_ rawers gir 
oy oe eee ae t 
a : rs _ r 
soe eo 7 fi 
Be Fe ati § ~ | 
gs - Cage 3 
ays rx ore N 
Mone Aa aa are 
pe Hae 2s 3 "q ae t 
; pt) Sa q roe s 
re: ts 4 Seay eae 
aa poe ee Ls f 
kage Sencar ; ! 
ae ia: a < of 
= eile pees " ‘ fi 
ae . ee as ef 
Lee ? 2 ; of 
Pr Me ua” “a ” ° al 
ss ah gate “i * be 
a ve ar a ps 2 tr 
‘ wee MY ; 
Aga a e Peet . ¥ : uy 
a fe Po ‘ en 
Sa oe ee »’ " ' | 
Pe bcs  lee $i peo 
mh * ‘ ip 
lh z fas | fy 
ae, 
oe 
bes si A ae i & » | 
kee 5 | 
Saye } 
Fg) eee i | = 
a yang comes . 
hae: ¢ M. Sp 
aa a, ‘ - 
ater ae a x % ee =— 
3 B - 
7 4 wf i ™ es eat . = 
Nea _ v = 
aft 7 i‘ P 
es bia ‘ it o-2) * i i= 
ies . re * a / 
ig See — ( 
cae Seg ee A | 
ae = 
gece RD ¢ 
as If $ = - \ 
oT eg WA 
“eo RS 
‘aap IS 
ee, E |a 
we E \|> 
ail ge al ee ee : 
Serta st oe = 
; a" | 
oe as Se ee — 
eg eer 
ae ‘aaa ad ) 
hay pe $<. $$$ ee —_—<——$—$— ——$_ ——_——— 
J ee Ea ean 
collie SR a 
es ee ae 
pee 
er ee anne ae 
Soy Yigal MEETS a ce 2. Ree AT pr emt seeghb Sne ereabbery OF jeer. Scar Tes 2 ea i Sie Mn oe 8 aa Se lh A UN VO, Nae oe ae EE eg eR Sak Bok ie CN 2 Ay eet ph, Tee CPEs yo, UNC ee mRI MEL ema Sik hate ea Ae a Oe haa 
Ot I I ay Oe he as aa thf ae ep Ce Se ay, Aes Ph i Se es Rhea ee) ae MR anes Ree ie: es gC pea 5 2 Ty Laan ro pa, ees et A dia ip Oe i ea) NE nat aerate Ps | Se Sa, OT es a Rae a Sain Se cele, Be eee olde ees ee pn era 2 ee Bane) 
ae Hi siatice iNest 2 Sa a Sion Fee GS A ec Re ante M LS gia ras aula Mipaet Sec hammer Ama tae RR Sem Set QO omer ier aie Bae Ra ae De I ia 5 0k os Si Raa OG OA AR Se tt Ee HES Ge KP re Pa mar eh cies Sp dang Baha 1% Ys et ey Ce wie 
f8 Rea. ts IL oe eee Mena fae a Sen pee ME aie = Apsara ap a ONE: Pee iegm ese oi EGE ey, ie Rite “es mie bn heap at aie Pee pene Eo ii See pases 4 ae on RPE re Mag ok ee Fie tt A emu Ty rar eases |: 
Re aie aie ek IGE SHG MOe OR Ae Eh ROAD OY PP eh fet a i Pea Me ee he ea pat Late partes ui by RES eee “4s gy Sea : ie Y. eke ; rake Se yao AGE NR = eee ALE a Oe We oat be 
* Las 3 Coes / Ey LD a age, Re a eae hee Sy 3 ee) =! Rey 4 a Sp bite 25 Jue. “Py Jy Oh et ) % eh ag ap, Spe eae mi Charan 


fa 
’ 


i 


April 21, 1934 


—— 


“at on 


ADVERTISING AGE 


i Shek. 
ay 


— 


Furnishing Papers Merge 
jpparel Arts and Apparel 
and Fashions, published by 
Arts Publications, Inc., Chi- 


hi if S 
Ap parel 
blished eight 
Arts. 


times 
jpparel 


| swatch or tipon, $100. 


Arts 


,. have been merged and will be 
annually as 
Rates have been added 
bleed pages, which are $50 extra, 


JM CRUSADE IS: 
RENEWED; TO LEND 
ANOTHER MILLION 


—_—_—_—— ———— 


EINSON 


FREEMAN. 
SAYS: 


Drug advertising has taught 
the whole field of merchan- 
dising a great lesson in the 
effective way it uses the | 
Dealer's window. 


Einson-Freeman CO. inc. 


Window-Display 
Headquarters 
Long Island City New York 


Specializing 
ey indow ve 


(Continued from page 1) 
gram. The rounding out of the cam- 
paign is expected to work with the 
| general improvement in the build- 
ling trades in developing sales not 
only of Johns-Manville products in 
dealers’ stocks, but all of their build- 
ing supplies. 

Last year’s plan leaned heavily 
upon the “million dollars to lend” 
feature, without which, it is believed 
in view of the financial and genera! 
business conditions existing at the 
time, improvement in sales would 
have been uniikely. 


Profits Reappeared 


| 

| Though the first quarter ended with 
la loss of $900,000 and the second, ot 
| $600,000, a total of $1,500,000 for the 
first six months, the company not 


ond half but ended the year with a 


store os 


AZZ 


\ 


vat AA AMAA — 


MY SMYNY ILE 


ig: 


Men 


For Advertising 


NEW RECREATION 


Here's a tonic that banishes all 
verry about closing dates, mar- 
ket problems. 


First—-a quick dash to your 
home at Standish Hall re- 
freshing shower. Then to horse 


along the winding trails in 
Central Park. (Or boating, or a 
brisk walk across the North 
Me idow.) 
Home again for dinner in the 


excellent Standish Hall restau- 
rant. Later, the theatre only 
five minutes by subway! 


RECREATION and 
CONVENIENCE 


aire part of the pleasure of living at 


tundish Hall. Overlooking Manhat- 
tun Square Park, just a few steps 
from Central Park, it has advantages 
of the country plus town-house com- 
fort Its complete hotel service is 
eflicient, yet friendly. 
APARTMENTS 

of 2. % or more rooms, conveniently 
irranged. Large closets, smart tiled 
Daths. Fully equipped serving pan- 
tries and sunny exposures are 
thoughtful features. Appointments 


lup-t to the minute; 
eurt 

Ve Ailable today, a few unfurnished 
‘partments on lease . . or newly 
furnished if you prefer. See them 
for yourself—now! 


Stanhish Hall 


45 WEST 81 S'STREET “NEW YORK: 


M. Sp 


rentals down-to- 


k, Manager Arthur Lee Direction 


‘a wiped out its losses in the sec- 


profit of $100,000, 

With business definitely on the up- 
grade and vastly improved over the 
situation which existed when the 
loan plan was announced in Septem- 
ber last year, and with possibilities 
of government action to stimulate 
the important building industries, 
officials of the company believe the 
lending facilities will have far-reach- 
ing effects during the building and 
remodeling season just starting. 


The fund of $1,000,000 for home 
improvements, enabling Johns-Man- 
ville dealers to conduct a cash busi- 


ness, Was set up in view of the fact 
that many communities lacked credit 
facilities to finance needed home re- 
pairs and improvements. 
It enables immediate 
of these jobs, allowing the home 
owner a year to pay the balance in 
monthly instalments. It is not con- 
fined to Johns-Manville materials 
alone, but applies on all Kinds of re- 
modeling in which Johns-Manville 
materials may represent as little as 
25 per cent of the total cost. 
Floyd Gibbous will again 
in the radio division of the 
Starting May 12 and 
every Saturday night to 
half-hour broadcast 


undertaking 


appear 
campaign. 
continuing 
June 16, the 
is scheduled to 


reach 18,000,000 homes through 47 
stations of the National Broadcasting 
Company's red network. 


Elaborate Dealer Helps 


Its theme will be “one million dol- 
lars to lend” and 6,000 Johns-Man- 
ville dealers have been offered post- 


ers, banners, newspaper electros and 
direct mail assistance enabling tie- 
ups. Last vear, with the industry 
at a crisis, the broadcast developed 
30,000 inquiries, which were turned 
over to dealers. 

Home owner magazines will carry 
national advertising to about 3,000,- 


000 prospects. Prices and easy pay- 
ments will be discussed. Mediums 
are American Home, Better Homes & 
Gardens, House Beautiful combined 
with Home & Field and House & Gar- 
den. 

In the magazines, coupons. will 
urge sending for a free 26-page book- 
let. Executives expect to distribute 
between 500,000 and 1,000,000. More 
than a profusely illustrated book for 
pleasure reading, it is arranged and 
edited so as to serve as a complete 
sales presentation on all phases of 
home remodeling, when used by the 
salesman or contractor. 

It opens with an appeal to “make 


1] 
ANT 


HOME-TO-HOME DIST 


MASS PLAN ADVERTISING. 


RIBUTION OF ADVERTISING AND SAMPLES 


The old, wasteful 


DU i 


Hl 


have been comp 


wil 
WT 


ERT; 
“4, 
Cc 


pov 
y 


ADVERT! 


EIGHTH Sst. cA 


CAS 


20 


vertising Carriers. 


and extravagant methods of direct- | 


to-the-home distribution of advertising and samples | 


letely abandoned by the Big 4 Ad- | 
Through careful and intensive study 


of this medium we offer you a perfected distribution 
service in the Chicago terrtory. 


Cc 


[ING CARRIERS 


A'SOn 6O08S 


your house the ‘Home of Tomor- 
row,” suggests a few of the many 
improvements possible under the J-M 
loan plan, and follows through with 
a logical treatment of roofing and 
exterior work, interiors from attic 
rooms to recreation facilities in the 
basement, and even garages. 
Will Also Use Direct Mail 

A pre-tested free direct 
is offered in connection 
booklet. A large folder 
numerous pictures of 
jobs, 


mail plan 
with the 
containing 
modernization 
along with the amount of the 
low down-payments, will be sent to 
good prospects. Its immediate ob- 
ject is to draw requests for the book- 
let, and a check list of jobs the 
owner would like to do. 

With every list of 20 prospects for 
the year-round direct mail campaign, 
submitted to Johns-Manville, four 
free copies of the booklet will be fur- 


nished the dealer. Mailed at the 
same time the direct folder is sent 
the prospect, the free copies arrive 
in time for immediate distribution 
when cards come in_ requesting 
copies. 

For the rest of the year the com- 


pany will accept one list of 20 pros- 
pects each week for every individual 
actively soliciting business under 
the plan, whether he salesman 
or carpenter-contractor. 

On receipt of the list, the dealer 
will be advised when the mailing 
will be made, so that he may begin 
to follow up every prospect soon, 
whether or not the reply cards are 
received. 

All Will Get Service 

To make sales work more effective 
this year, every Johns-Manville sales- 
man will receive the complete Dodge 
Service dealing with every phase of 
new construction work in his terri- 
tory. This covers all types of build- 
ing. 

To the 
on these 
sumer 


is a 


shown 
16-page con- 
book on J-M building mate- 
rials will be sent. This applies to 
homes costing $4,000 and more. 
Architects and builders will receive 
a 32-page catalog written for trade 
and profession. 

The home remodeling exhibit at 
the Century of Progress exposition, 
Chicago, which attracted over 1,500,- 
GOO visitors last year and brought 
more than 15,000 inquiries turned 
over to dealers, will be open again 
this vear. 


New Publishing 
Contract Signed 


prospective builder, 
reports, the 


Chicago, April 19.—What threat- 
ened to be a fight for control of 
Mida’s Criterion, old-established 


liquor paper which was reborn with 
prohibition repeal, was amicably set- 
tled this week when H. P. Gillette, 
head of Gillette Publishing Company, 
announced that his company had 
entered into a 50-year contract with 
Lee W. Mida, son of the paper's 
founder, to publish the magazine. 

Mida’s Criterion, which was 
founded in 1884 by William Mida 
as ‘“‘William Mida’s Criterion of the 
Wholesale Whisky and Wine Mar- 
ket,” was revived in September, 
1933, following an agreement be- 
tween Lee Mida and Gillette Pub- 
lishing Company whereby Mr. Mida 
became editor-in-chief and Gillette 
Publishing Company functioned as 
publisher. 

Under the contract signed this 
week, the publishing set-up will re- 
main unchanged. 


NRA Members to Pay 


President Roosevelt has authorized 
the national recovery administration 


to collect code administration ex- 
penses from industry members, fail- 


ure to pay constituting code viola- 
tion. This order is preliminary to 
distribution of “code eagles,” to bear 
the name of the firm with registered 
number. 


Page’s New Work 


M. L. Page, formerly in charge of 
research for Direct Mail Advertising 
Association, has resigned to join Ad- 
vertising Letter Service, Inec., De- 


troit. 


on ‘‘Criterion’”’ 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini 
mum, $2. 


PROPERTY FOR SALE 


will 
Cod 
rooms, 
open fire- 
reasonable rental. 
ADVERTISING AGr, New York. 


As an advertising person you 
appreciate artistic little Cape 
house in Larchmont. Seven 
wood-paneled living room, 
place; convenient; 
Box 453, 


— 


POSITIONS WASTED 


ADVERTISING 12 vears 
tising experience, desires 
with small advertising 
vertising department; 
to buy space, 


adver- 
position 
agency or ad- 
fully qualified 
mechanical production, 
billing and complete agency routine; 
have good contacts. Box 452, ADVER- 
risine Age, New York, 


TO TALK 
manufacturer 
proved writer of 
trade and national copy. 
assistant advertising 
trade leader. “4A” experience. Know 
printing, art, engraving. Will leave 
Chicago. Box 451, Apverrisinc AGr, 
Chicago. 


I WANT 
to an agency or 
can use a 


who 
mail, 
Formerly 
manager for 


PERSONNEL SERVICE 
Celester M. 
Advertising 


Horton 
Placements 


Office: Creative: Sales 
Phone: Harrison 2158 
310 S. Michigan Ave. 


Chicago, Il. 


Holds Promotion Series 
Ss. D. Warren Company, 
paper manufacturer, is conducting a 
series of promotion meetings for 
agency men, printers and advertisers 


Boston 


under the direction of Watson M. 
Gordon, advertising manager. New 
products, personnel changes, and 


new buying habits are offered as rea- 
sons for using more printing. 


Expect pry 


| 


| Thursday 


Attendance at 
A.N.P.A. Meet 


(Continued from page 1) 
Banner, to members and their guests 
night. 

Speakers will include Mayor F. H. 
LaGuardia, Mrs. Franklin D. Roose- 
velt and Dr. William Lyon Phelps, 
professor of literature at Yale Uni- 
versity. The Fisk Jubilee Singers 
will headline the entertainment pro- 
gram. 

Major Market Newspapers, Inc., 
will also hold a luncheon meeting at 
the Waldorf Wednesday for members 
and their representatives. There will 
be no outside speakers, the session 
being devoted to the internal affairs 
of the iammneneciiaen 


Reese and Griswold 
Agencies Are Combined 


The Griswold Company, New York, 
has been merged with Thomas H. 
Reese & Co., New York, under the lat- 
ter agency’s firm name. 

The Griswold agency was formed 
in 1930 by Arthur Griswold, who was 
formerly a vice-president of McCann- 
Erickson, Ine. Mr. Griswold will 
hold the office of vice-president with 
the Reese organization. 

Among the clients served by Mr. 
Griswold are Plymouth Cordage 
Company, Argenti & Co., Centa Trad- 
ing Corporation, Auburn Brick Com- 
pany and several sectional and local 
accounts, 


Club Gets Award 

The Advertisers’ Club of Cincin- 
nati has been presented with a silver 
cup by the convention committee 
of the Chamber of Commerce, in 
recognition of the work done by the 
club in the “Bring Conventions to 
Cincinnati” drive. 


Ward Peesmenns Merge 


Ward’s Family Theater, Sunday 
evening series of the Ward Baking 
Company, will consolidate its sepa- 
rate quarter-hours May 6 into a 
weekly half-hour period, to be heard 
over WABC-Columbia Sundays at 9 
p. m., EDST. 


French 


opportunity for you. 


/n the largely unrealised Montreal Market District 
of nearly two million people, 


No one medium can amply cover the 1,454,380 
FRENCH readers in this area of potential sales 
And you NEED the added 
Strength of the NEW 


fa Patric 


over 72% must be sold in 


EK CANADA'S 


DYNAMIC FRENCH NEWSPAPER "AY © 


of figures: 


NET PAID CIRCULATION 
A. B. C. 


a RETET CECT eee 
Saturday and Week-end.. 
ADVERTISING = Jan. 
LINEAGE Feb. 


Ia Patrie 
readers 
new 


reaches the 
who are 


La Patrie. 


Let us 
Write 


figure with 
Advertising 


you or 
Manager, 


your 


United 
19 W. 44th St., New York City. 


TO HELP YOU DO THE SELLING TO 


30,000 FRENCH reading households 5 days a 
week and 66,000 households each week-end! 


Leaping Ahead Under NEW Management 
NEW Editorial Policy © NEW Page Size 


The best vindication of the NEW La Patrie policy, giving it a 
dynamic place in the FRENCH field, is the following comparison 


6 months to 
Sept. 30, 1933 Dee. 


28,393 29,005 29,209 
43,040 60,668 64,653 


1934 inerease of 15% 
1934 increase of 41% 
March 1934 increase of 91% 


important 
adopting 
improvements in living standards. 


Put the emphasis of your selling message where it will do the 
most good per dollar spent—on the people who read the new 


agency 
La Patrie, 


Ontario Representative—107 Canada Permanent Bldg., Toronto, 
States HRepresentatives—Lorenzen & Thompson, 


3 months to 
31. 1933 


3 months to 
March 31, 1934 


over 1933 
over 1933 
over 1933 


French 
policies, 


group of 


new ideas, new 


how La Patrie can best 


Serve you, 
Montreal, 


Ine., 
122 S. Michigan Ave., Chicago. 
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se 32 ADVERTISING AGE April 21, 1934 
HELPS SALESMEN BARBASOL KIT OFFERED TO RADIO LISTENERS | 
PHOTOGRAPHIC j 
ARTIST GETS CALL IN NEW CAMPAIGN * 
a 
av 
lit 
be 
lal 
OFFERS YOU 
GREATER PAIAT F ™ 
THIS SPRING : Hi 
WAIT FOR OUR SALESM : r “ im 
chi 
So 
ae OFFERS YOU ; ees sol 
GREATER PAINT PROFITS fiv 
THIS SPRING Attractive shaving kit being offered over the radio in return for an Pa 
f WAIT FOR OUR SALESMAN: ‘ empty carton of a full-sized Barbarsol package. The kit, with its te 
{ SAMRIOOLY On eAAAE Hf molded plastic razor and Barbarsol blades, is designed to make 
— — shaving a completely Barbarsol operation. 
: Series of five mailing cards used sor 
"This illustration shows how a delicate subject can be handled tact- in teaser campaign by John Lucas stu 
fully but effectively," remarks the Arthur Rosenberg Company, anent & Co. Jerome B. Gray & Co., GIVEN NEW YORK CLUB SCHOLARSHIPS tor 
this art work for Maiden Brassiere Company, New York, which is be- Philadelphia, are in charge. of 
ing used in newspaper and class magazine advertising. 
SINGING KETTLE e 
CONTINUES NO-GEARSHIFT CAMPAIGN ae md 
; Oe Fe Bes ajo 
Six the ballet Uwe 1936 Clac..anth | 
. : bot 
wh 
: sia , : : ape 
i i ae ie : the 
the 
} 
New whistling tea kettle and The five winners of scholarships awarded at the conclusion of the 
— . Mother's Day gift box and book- advertising course sponsored by Advertising Women “a New a A 
, ; re : , let bei hed by West Bend Inc., left to right: G Johnson, Helen Read, Florence Sims, =a 
led spread nth now dive fr Reo which wil run inthe Ape 28 '* being puted by West Bend foc are eft to dat: Grace Jfreon, Helm Read, Rorepse Sint 
issue of Saturday Evening Post. Y less 


NEON EMBELLISHES OUTDOOR ADVERTISING PANEL FASHIONS DRAMATIZE AGE OF MUTUAL SAVINGS BANKS 


MORE 


the soundness of the MUTUAL SAVINGS BANK IDEA! 


CRACKERS 


y Proy 
A combination of Neon spectacular and poster advertising is being $ we e 4 i that 
used by Robert A. Johnston Company, Milwaukee, through Klau-Van pene : same The 
Pietersom-Dunlap Associates, its agency. Two of these displays have This unusual group of depositors, stretching over more than 100 years, served to stress the historical back tw 
been erected by Cream City Outdoor Advertising Company, and ground of steal sian banks in newspaper copy prepared for the Savings Banks of Manhattan, 


others may be added shortly. and Westchester by Newell-Emmett Company. This photograph was made by Victor Keppler. 
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